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You can be sure of both exact 
measurement and full profit 
when you sell Sun-Red Edge Self-Measured Screen 
Cloth. The red measure marks every six inches 
eliminate guess-work—prevent excess or shortage 
—and win the instant approval of every customer. 

Remember— Sun-Red Edge is not a red label, 
not a red tag, but a trademark that runs on every foot 
of selvage. It is our HONOR MARK and also 
gives Double Protection to selvage wires under 
the nailing strip. 

Sun-Red Edge wire cloth is furnished only in 


REYNOLDS 
WIRE CO. 





about 


MEASUREMENT— 


and you ll be Equally sure of Profit 





TRADE MARK REC.U.S. PAT. OFF. 


Ate 





One-Piece rolls of 100 feet of perfect cloth~— 
reducing waste and increasing profit. 

The screen season is at hand—and it will pay 
you to get all the facts about the-superior quality 
and profit possibilities of Sun-Red Edge cloth— 
AluminA—strong steel wire specially electro- 
plated with pure zinc, lasting twice as long as 
ordinary galvanized cloth; Black Painted, and 
Copper-Bronze. 

Today—ask your Jobber or write us for detailed 
information, prices, and our sales-building win- 
dow displays. 


DIXON 





ILLINOIS 
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ACCO 
STEEL LOADING CHAIN 


Light weight, great strength and flexibility place 
Acco Steel Loading Chain in great demand. Log- 
ging, farming, trucking, road and building con- 
struction, garages, in fact almost every line of 


industry buys this chain in large quantities. 





Stock a good assortment of sizes— 


there's a year around demand. 


ACCO 
CHAIN SPECIALTIES 


Coil Chain, Welded Plumber and Safety 
and Weldless Chain 

Steel Loading Chain Well Chain 

Log or Binding Chains _— Trace Chains 

Porch Swing Chains Heel and Butt Chains 

Hammock Chains Breast and Halter 

Sash Chain Chains 

Dog Chains Repair and Lap Links 

Wagon Chains Hooks, Cold Shuts, etc. 
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GOOD TOOLS 


SINCE 1819 


Build your Tool Reputation on Pexto 


fe over 110 years, the name Pexto has stood Behind Pexto tools is a nation-wide service organ- 
for honest tools. ization of fine wholesalers. They carry Pexto in 
Careful workmanship, coupled with mate- stock always and can give immediate shipment. 

rials selected not on price but on the ’ 
basis of the wear they will give— 
have combined to build up an 
enviable reputation in the industry. 


From hammers on down through all 
the tools—is backed up by a smart 
array of booklets, folders, display 
stands—silent salesman for each 
product. . 


DAD’S TOOL SET 


is packed in an attractive red box. 
It was a wonderful Holiday item and 
is proving a fast seller at any season 
of the year. Contains five Pexto High 
Quality Tools—Hammer, PipeWrench, 
Pruning Shears, Screw Driver and 
Pliers. Each box advertises itself. 


Pexto tools are distinctly not 
“cheap” tools—neither are they ex- 
pensive. They are designed to meet 
a special market that demands mer- 
chandise of honest quality at prices 
it can afford to pay—and of all the 
markets this is the greatest and the 
most profitable to cultivate. 








Chisel THE PECK, STOW & WILCOX CO. 5ix*" 


Pliers Squares 


Screwdrivers SOUTHINGTON, CONN., U. S: A. Fender and Body 
Proning Shear Makers of Good Tools since 1819 ts 
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JH—JACKSON—An attractive decoration for 

the modern American or Colonial home, authentic 

in design and smooth in operation. With either 

metal or glass knobs. Made in wrought bronze, 
ass and steel. 


BK—BARCELONA—<Another new design of 
rugged charm, combining the popular hand. 
wrought appearance with the permanence of 
solid bronze. Appropriate for any building of 
the cottage style—Spanish, English, American. 


CK — CATALONIA — Made of solid white 

bronze, permanently ruastless, with a_ hand- 

forged, wrought-iron appearance that is lasting. 

The color will not change. It will not stain or 
discolor the woodwork. 


AL—LANSDOWNE—0O/ oreat artistic merit, 

in the style of the Adam Brothers. Appeals to 

home builders of taste who select their home 

equipment for its greater beauty as well as for 

its greater utility. Made in wrought brass, 
bronze, or steel, 





CJI—JEFFERSON—A chaste Colonial design 

of graceful curves and simple lines. To har- 

monize with the popular styles of Colonial deco- 

ration. A choice is offered of either metal or 

ylass knobs. Made in wrought brass, bronze, 
or steel, 

















RM — RADIAL MODERN —A correct adaptation of the modern tendency in design, 
up to date and attractive. In wrought brass, bronze, steel. Furnished with either glass 
or metal knobs. ; 








Noa _ 
| a 





BL — BRADFORD — Colonial or George III, beautifully made and finished. A value far 
above its price class. Of solid brass or bronze—and also in steel for those wishing to give 
special attention to price. 

/ 
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reasons why 





SARGENT INTERESTS ALL 
BUYERS OF BUILDERS’ HARDWARE 


YOUR customers as a rule don’t know very much about the fine points of builders’ 
hardware. In order to get your full share of the profits now being made, you must 
convince them of the greater desirability of solid brass and bronze, its greater beauty 
and its greater durability. Sales effort placed on quality and correct style can lift 


builders’ hardware from the price-competition class. 


The designs illustrated here are moderate in price and attractive, intended 
particularly for use in houses equipped from the dealer’s stock. All of these designs 
are especially suitable for doors of 1°” thickness. The screws hold firmly in the 


thicker wood above and below the mortise of the door. 


Sargent designs cover the building field and offer a certain means to good, steady 
profits. With Sargent you can assure complete and enduring satisfaction — whether it 
is equipment for the small, simple home, or the most elaborate building operation. 


Sargent & Company, New Haven, Connecticut; New York; Chicago. 


SARGENT 


L @ckkK § A N D H AR DWAR E 
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Advertised 


Recognized - 
the MORSE Line 


does push up your sales 


‘THE name MORSE has been in your customers’ minds for 
many years. MORSE advertising, keeps the name in 


mind, strengthening and maintaining 
the reputation which makes MORSE 


sales a certainty. 


“Popular Science Monthly” and a score 
of business magazines keep driving home 
the MORSE story. You will find that the 
selling has already been done when you 
offer your customers the MORSE line. 


MORSE tools have been steadily Zather- 
in8 momentum since 1864. Let them 
add speed to your small tool turnover. 


MOR 


TWIST DRILL & MACHINE COMPANY 











The Morse Line 


includes 


High Speed and Carbon 


DRILLS 
REAMERS 
CUTTERS 

TAPS AND DIES 
SCREW PLATES 
ARBORS 
CHUCKS 
COUNTERBORES 
MANDRELS 
TAPER PINS 
SOCKETS 
SLEEVES 








NEW BEDFORD, MASS.,U.S.A. 
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Your Customers 


WAN Léess screening 
. . . Sell them BRONZE 





oe ——— a 


——___—__—— 





Unretouched photograph of rustable screen- 
ing after exposure. 





Bo. J 
Unretouched photograph 
of bronze screening after 
identical exposure. 





VERY indication points to a continued increase in sales 
of bronze screens. People who have bronze screens know 
they are a practical, sensible means of making their homes 
less expensive to keep well screened and more comfortable to 
live in. Your customers want durable screening... you can 


sell them bronze! 


Tell them that bronze is strengthened copper; that it cannot 
rust; that screens of bronze wire will not bulge or sag, remain- 
ing taut and new-like for years. 


Screens of Anaconda Bronze Wire will be advertised in the 
Saturday Evening Post and in other national magazines again 
this spring. Year after year this advertising has increased 
the desire for screening that will not rust... Sell them 
Anaconda Bronze. 


Order screen cloth of Anaconda Bronze Wire from your whole- 
saler now. We do not make screening, but furnish Anaconda 
Bronze Wire to leading manufacturers of screen cloth. The 
American Brass Company, General Offices, Waterbury, Conn. 


r. 


wafuo 





CLTECNS of 
ANACONDA BRONZE 
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FORWARD 


Goodell-Pratt! 


.. come times in the history of some industries when executives 
can find no better policy than to repeat steps taken in the past. Repeat. 
Fall back on principles that coincidences made plausible before. Such 
times never come to truly progressive concerns. 

In 1931, the Trade needs all the selling help the manufacturer can 
give. That is Goodell-Pratt’s objective in a program backed up with 
thousands of dollars’ worth of advertising in national consumer publica- 
tions reaching over 20,000,000 readers. But this alone could not produce 
results —- the mere spending of money in publicity. Behind it all must 
be a carefully thought out sales plan. 

During 1930 Goodell-Pratt has originated and thoroughly tested a plan 
which has achieved the definite result of actually bringing hundreds of 
new customers into hardware stores to buy Goodell-Pratt tools. Thousands 
of sales have been made under this constructive program, and with the 
continuation and expansion of our plan many more thousands will be 
made in 1931. 

Every ounce of intensive effort is planned to create and bring business 
to the retailer and through him to the trade as a whole. Goodell-Pratt 
offers steady profitable business, built on a foundation solid as a rock. It 
stands firmly on a program of friendly co-operation and service. 


GOODELL-PRATT COMPANY, GREENFIELD, MASS. 


Soolimiths, 


LONDON CHICAGO 


NEW YORK 
107 Lafayette Street 127 Queen Victoria Street 38 North Clinton Street 
GOODELL-PRATT ADVERTISING FOR Saturday Evening Post 


1931 IS APPEARING IN . Better Homes & Gardens 
Country Gentleman 


Popular Science Monthly Hunting & Fishing 
Popular Mechanics National Sportsman 
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Known Article 


ata 
Known Profit 


i ~ 


In the eyes of the hardware trade here’s an 
investment that has been paying dividends for 
over 40 years—the TRIMO pipe wrench. 40 
years of inflexible standards both in the mak- 
ing and the selling of TRIMO wrenches have 
established this tool as a known quantity in 
profit to the dealer and value to the customer. 


TRIMS 


TRIMO pipe wrenches are made only by the 
Trimont Manufacturing Company — made 
from handle to jaw of special analysis steel, 
drop forged and scientifically heat treated. 
You know the price and you know the profit. 


STE rt RIMO WRENCH 










Slee 


Made by Trimont Mfg. Co., Roxbury (Boston), Mass. 

















Sia 
wi 


aT Aa aS 




















HARDWARE AGE for FEBRUARY 5S, £Og1 11 





\\ 


want q (o ( sel 
but | dont want fo pay 


much for if” 


Frantz No. 40 ‘“‘E-Z'’ Fixtures are not to be 
confused with ‘‘cheap’’ sets The garages shown 
here are typical of thousands equipped with this 
unusual equipment 











Every dealer has a class of trade that wants a 
“better” garage set for “less money”. In the past 
it has been a problem to fill the demand—and 
a harder problem to make any money doing it. 





Now, with Frantz No. 40 “E-Z” Garage Door 
Fixtures and “Rollaway” Track, dealers have 


an opportunity to develop new, profitable busi- a 












ness and make new friends in the low price ee ere 
e cleared for pas- 
field. Here is a set, though not as elaborate, sage into and 
out of the ga 

that operates garage doors as efficiently as equip- rage. 


ment many times more costly. 


The No. 40 “E-Z” set has met with approval because it represents 
the biggest value ever offered. Volume production has made 
possible a remarkably low price that assures quick sales. 





Cash in on the demand for a high quality, low cost garage set 
° " so : All working parts out of the 
with Frantz No. 40 “E-Z” Fixtures and “Rollaway” Track. Write weather—a neat, serviceable 
f ? job. 
Dept. H-2 for information. 









Frantz Mfg. Co., Sterling, II. 





FRANTZ MFG. CO., Dept. H-2, Sterling, Ill. 


Kindly send information on Frantz No. 40 “E-Z” Garage 
Fixtures and “Rollaway” Track. 


Firm Name...... Pe eT Ca I ey oe Ce eee Pre 


Serer Satan Sas Sieveih ean date wiace Sera eR ar eiasesa 
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~( CHICAGO) ~~ wee) oe 
A world-wide and increasing de- 
d for Chi Spring Hi 
SPRING HINGES inte 4 pacientes & 
their quality and value by Archi- 
tects, Contractors and Dealers. 
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Triplex 
Spring Hinge 


Send for 
New Catalogue No. K47 





Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U.S. A. 
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: A Popular Seller 
For 45 Years 


The Champion Screw Driver has with- 
stood every test for 45 years. That is 
why it is such a popular seller. 


| 
¥ 


It has proved over and over that its 
forged steel blade drives screws straight 
home without a hitch. This wonderful 
blade in the 


CHAMPION — 


Serew Driver 








09 aa te 





is inserted far into the handle and is so 
secured (see cut) that it can never turn 
or work loose. 


= 
Bz 
#& 
a 
s 
= 


Every blade correctly tempered. Every 
handle carefully inspected. Five pat- 
terns, 25 sizes—l114 to 30 inches. 
Order now. 


NERS PT SIS ay 


: Jobbers like to supply Cham- 
. pion Screw Drivers—they 
| give complete satisfaction. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 
Established 1854 Incorporated 1864 


TORRINGTON, CONN. 
New York Office 151 Chambers St. 
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Gray-Wick 
Wire Cloth 





WEAVING WIRE CLOTH 


Weaving is the final stage in the making of fine Wire 
Screen Cloth. This photo shows one of our giant 
Looms in operation. An automatic shuttle carries the 
cross wires back and forth through the lengthwise wires, 
to form a perfect mesh. 


12 Mesh, No. 33 gauge each way 

14 Wesh, No. 33 gauge each way 

16 Mesh, No. 33 gauge filler 
No. 34 gauge warp 

18 Mesh, No. 34 gauge each way 


Our Other Brands of Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 








Made RUST-RESISTING 
With COPPER BEARING Steel 


Wickwire GRAY-WICK Screen Wire 
Cloth is made to resist rust. The wire used 
is drawn from Open Hearth Copper Bear- 
ing Steel which tests have proved to be far 
more rust-resisting than ordinary steel 
wire. This wire is also drawn one-quarter 


gauge OVERSIZE. 


In GRAY-WICK the electro plating is of 
8 to 10% Zinc Coating, enameled with a 
heavy coat of White Transparent Varnish 
—a double protection against corrosion. 


Every operation from raw material to fin- 
ished product is controlled by us in our 
own plants. 


GRAY-WICK is one of the most popular 
and best-selling Screen Cloths on the mar- 
ket. Made in all widths in even inches 


from 18” to 48” inclusive, double selvage. 
Extra wide widths, 54” and 60”. 
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Back yards are being beauti- 
fied. Nation-wide desire for 
more beautiful home - sur- 
roundings—means that thou- 
sands of homes are throwing out unsightly 
clothes poles and replacing them with CLAY 
Portable Driers. Magazines, newspapers and the 
radio are all behind the home beautifying cam- 
paign and Clay Dealers with the best-known line 
of Driers—with the line that has been continu- 
ally nationally advertised for years—are cashing 


CLAY EQUIPMENT CORP. 
CEDAR FALLS, IOWA 





Leading Jobbers sell Genuine Clay Driers—Ask 
yours, or write us. 














ood Profi 












TIMES HAVE 
CHANGED 


No longer is the back 
| yard a jungle of clothes 
poles — props and sag- 
log Clothes Driers are a 
definite part of the new 


ging lines. The chang- 
yard. 


ing times have brought 

















the new yard—with its & 
charming shrubs and & 
flowers — with its vel- 
vety lawn. CLAY 


Sunshine ba techie huge demand. Eas- 
Driers 


ier sales than ever in 1931. 
And good money in the CLAY 
line, too. “Best of all, is the 
matchless quality of CLAY Driers. One hundred 
thirty-five feet of the best line—all castings are 
malleable—galvanized and varnished to resist 
rust. Braces are of angle iron, arms are of se- 
lected straight grain Norway Pine. For profits— 
customer acceptance—service and satisfaction— 
stock Clay Driers this year. 


Dept. H.A. 
CLAY EQUIPMENT CORP., 


Cedar Falls, Iowa. 
Send your proposition to dealers for 1931 on Clay Driers. 
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MYERS spravers 
uy DO ALL SPRAYING 


LOWER THE 
BOOM AND 
NOZZLES erecta 





































LEXIBLE)—+ 
PENDANTS! = 


A‘ the threshold of another spraying 
season this timely announcement of 
Myers Du-All Sprayers is extremely im- 
portant to every dealer. Practical spray- 
ers to do all spraying have arrived. Think 
what this will mean to thousands of farms 
where fruit and vegetables are crops. 


No further duplication of spraying equipment 
necessary. Do all spraying with Myers Du-All 
Sprayers. Three wheels (a new and practical 
idea)—well balanced traction, no swaying, no 
load on horses’ necks—none of the objection- 
able features so common to many types of 
sprayers. 


And best of all, a style and size range of the 
new line of Myers Du-All Sprayers sufficient for 
almost any need, 125, 150, 200 and 300 gallon: 
tanks. Duplex, triplex or quadruplex self-oiling 
pumps. Three wheel balanced trucks. Engine, 
traction or tractor powered. 4, 6 or 8 row 
booms for field crops. Hose leads and guns 
for trees and orchards. Booms and hose quickly 
interchangeable—two sprayers in one. Econom- 
ical, common-sense equipment for every farm. 


Act today. Write or wire us for catalog and 
complete information. 


mz FL.E.MYERS & BRO.¢ce: 


ASHLAND, OHIO. 


Gates S| 7* 


PUMPS ‘WATER SYSTEMS -HAY TOOLS - 






























































+ HAY TOOLS + DOOR HANGERS 


PUMPS + WATER SYSTEMS 
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NICHOLSON FILE ADVERTISING IS CONTINUOUS 


THs 
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A FILE FOR EVERY PURP 


A Leading Article in Printers’ Ink 
backs up the policy of 


NICHOLSON FILE Advertising 


Why Advertising Should Be 


Continuous 


How Successful Advertisers Answer the Question: What Is the Real 
Value of Continued Advertising Effort? 











tinuously and without a single let- 
up our expenditure has been in- 
creased until today the Lambert 
Pharmacal Company is one of the 
largest national advertisers in the 


S business closes its books for 
1930 and turns to a new page 
for 1931, there is a great deal of 
honest questioning concerning ad- 
vertising. 
One of the big business questions 
of the first months of next year was 
will be: “What is the real value An 















of continued advertising effort?” in 1 





RINTERS’ INK, the Bible of those who 


Printers’ InK believes that the larg ciacal fh d f cal 
best answer to that question should worship advertising as a producer Of sales, 
come from successful advertisers Jan has asked a number of leading companies if 


who have used advertising con- 
sistently during periods of boom 
and periods of depression. There- 
fore a number of leading advertis- 
ers were asked to answer the ques- 
tion stated in the above para 


(TRADE MARK) 


A FILE FOR EVERY PURPOSE 













they believe in continuous advertising. In 
every case the answer is “yes”. 


Nicholson File Advertising is nothing if not 
continuous. Every year now, for nine years, 
Nicholson Advertising has appeared not 
only in magazines which reach every indus- 
try, but also in newspapers and magazines 
which reach millions of individual users 
of files. A full schedule will run in 1931. 


Hardware and mill supply jobbers 
carry complete lines of Nicholson Files. 


NICHOLSON FILE COMPANY 


Providence, R.1., U.S. A. 
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Sell these Necessities 
When Novelties won’t Budge 


HERE is no better time than the 
present to concentrate your mer- 
Heavy chandising effort on the homely items 
Broilers ° 

| ‘a of everyday use. A few dimes profit on 
a dish drainer means-many dollars on a 
hundred—and that’s a lot more profit- 
able than a wasted effort to sell a high 
priced specialty. 











Sell two Articles instead of One 


Make group prices on a dish drainer, 
dish mop and a box of soap flakes. 


Rubbish burners are stand-bys for 
spring and fall seasons that begin early 
and end late. Practically all the items 
of the Union lines are steady sellers at a 
profit that is big when you figure its 
percentage. 


For Spring and Fall Clean-Up 


With rubbish burners feature a com- 
bination offer of a garbage pail or a 
rake. The results will be fairly auto- 
matic. First, though, get the new prices 
‘and full descriptions of the many fea- 
tures. Write us. 


ie UNION 


Kitchen 
ee Wire Goods 


WSs92 
Cake Cooler _., 


Dish Drainer 







































































UNION STEEL PRODUCTS 


ALBION MICHIGAN 
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~the CARTRIDGE 
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Je Super-X 


.. £8 the Ammunition 


Dealer Orders Already Received Forecast Big 


Demand — Immediate Consumer Preference 


Average 
Greater 
SMASH 


267% 


Average 
Greater 
VELOCITY 


One look at these new .22 caliber Western 
Super-X cartridges and a shooter will buy 
them and try them! AGOLDEN Bullet in a 
glistening SILVER case. 


Every man and boy with a .22 rifle wants 
Longer Range and when you tell your cus- 


tomers this cartridge also has an average of 


50% greater power and 26% greater velocity, 
they'll buy them! 


When you tell them Super-X .22's give flatter, 
straighter, big league shooting—better wind 
bucking—super-penetration—they'll 
buy them! 

When you tell them about the sharper, 
louder BARK of this new cartridge, the extra 
power they can feel and hear, they Il buy them! 


When you tell them about Western’s re- 
markable new Double Action powder that 
has made possible this revolutionary small 
bore cartridge, they'll buy them! 


When you tell them that this isn’t an over- 
loaded standard cartridge—that the powder 
pressure has been increased very little—that 
they are safe to use in any standard rifle, 
pistol or revolver—they'll buy them! 





Major Townsend Whelen, noted ammunition 
authority, says: “They should prove excel- 
lent hunting cartridges. In fact, for this pur- 
pose they should prove superior to any others 
that I know of.” 

Western Super-X .22’s are non-corrosive. 
They keep the rifle bore clean. Being grease- 
less and having Lubaloy coated bullets they 
can be carried loose in the pocket without 
injury or loss in effectiveness which results 
when the grease is rubbed off of a lubricated 
bullet. ' 

Super-X cartridges are so far ahead of other 
.22's that we have named them for that fam- 
ous long range shotgun shell—Western 
SUPER-X! We cannot over-emphasize the 
importance of placing your order immediately 
with the nearest Western jobber. Orders will 
have to be filled in the order received. 


WESTERN CARTRIDGE COMPANY 
275 Hunter Ave., East Alton, Ill., U.S. A. 
Branch Offices: Jersey City, N. J., San Francisco, Cal. 


ld 











Use in All Standard 
RIFLES, PISTOLS 
and REVOLVERS 
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| Shotshells Keep the 
Gun Bore 





Further Evidence that Shooters Look to 
Western for the Newest in Ammunition 


Western's leadership in ammuni- 
tion improvement and development 
has a definite cash value for dealers 
...Western gave the shooting 
world the big selling Field shotgun 
shell. Western developed the first 
top-quality load to sell at a popular 
price — X pert! Western originated 
the long range shotgun load, with 
the introduction of Super-X. West- 
ern was first in perfecting and in- 
troducing an extra long range load, 
Super-X loaded with Lubaloy (cop- 
perized) shot. 


The Open-point Expanding and 


Boat-tail bullets are Western de- 
velopments. Likewise, Super-Police 
pistol cartridges which give the .3§ 
the stopping power of much heavier 
arms. In the new .22 caliber Super-X 
long range cartridge, just an- 
nounced, Western again has led 
the industry. 

Now Western, has perfected a 
practical, non-corrosive primer for 
shotgun shells, insuring clean, rust- 
free shotguns! 

Stock and feature Western for big- 
ger ammunition sales and _ profits 
in 1931! 


Western Cartridge Company, 275 Hunter Ave., East Alton, Ill. 


Branch Offices: Jersey City, N. J., San Francisco, Cal. 
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YOUR PHOTO-ENGRAVING 
Is THE BASIS FOR BEST PRINTING RESULTS a 
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¥ ‘APPROVED! 


BY THE KEENEST ' 
E: a Ne BUYING BRAINS IN THE 
| COUNTRY 
















smoothly and are 
DEPENDABLE 


That you cannot get something for nothing is almost axiomatic. Inferior rivets made to sell at a price make 
dissatisfied customers. The little extra that you pay for our Tubular and Split Rivets makes satisfied customers 


and helps to insure the future of your business. It pays to sell quality rivets. 


TUBULAR RIVET 
& STUD COMPANY 


Boston Mass. 
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OMINANT national advertising is constantly carrying 


the name ZINC-INSULATED to thousands of men and 
women on the farms of America. Add to that fact the 
proved value of this better line of fences —their demon- 


strated superiority under all types and conditions of service 
—and you have the reasons why American Steel & Wire 


Company Dealers are reaping a rich harvest of dollars. 
Decide now to feature Zinc-Insulated Fences—the brand 
that most farmers demand. Display them prominently—get 


behind them with real sales effort—and watch profits grow. 





Zine Insulated 


REG. IN U.S. PAT. OFF 


FENCES 
— 











eis ©. 


208 SOUTH LA SALLE STREET, CHICAG Us SUBSIDIARY OF UNITED 
Francisc a ————— —_—_—_— = —_ — a = ———ee — 


Pacific Coast 1 Coast Distributors: Columbia Steel Company, Russ Building, Sen San | ro 
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N addition to fence—American Steel & Wire Company 

Dealers enjoy the advantages of a complete line. 
Many items—well known and in constant demand 
are included. Thus one source of buying means lower y 
overhead —and higher quality assures steady and con- 


sistent profit. If you are not at present handling Zinc- a 
Insulated Fencing, or our Steel Fence Posts, or other items Oo | r 
—then write for complete information. A real profit 


opportunity awaits you. 





Zinc - Insulated 
Fences 


Steel Fence Posts 
American Steel Gates 


Protector Poultry 
Fence 


Union Lock Poultry 
Fence 


Banner Poultry Fences 
Poultry Netting 
Nails, Staples, 

Barbed Wire 


Wire of all kinds 


{ 
a 











— 183 gis | 


s Wet €CO MP 


AND ALL PRINCIPAL CITIES 


STAT 
<ciieh:iathstaiecabatcabdaiaate BS Export Distributors: United States Stee! Products Company, New York 
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\, MANUFACTURERS 
\ SALES MANAGERS 
\ ADVERTISING 
MANAGERS 
SALESMEN 
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“GQ 
FOR GREATEST SALES SUCCESS 


USE A CORRECT UP TO THE MINUTE 


—MAILING LIST— 


HARDWARE AGE VERIFIED LIST 
Of Wholesale and Retail Hardware Dealers Is Such a List 


IT’S VERIFIED 


Costs $20,000.00 Annually to Maintain. The Eleventh Edition Is Now Available. 


at 15.2 PER COPY 


Worth More Than $250.00 Per Copy on Basis of Mailing List Houses Prices. 


ORDER NOW 


USE THE COUPON ORDER BLANK 


HARDWARE AGE (Verified List Dept.), 239 W. 39th St., New York 
Please mail —— copies of the Eleventh Edition of Verified List of Wholesalers and Retailers. Price $15.00 each, postpaid. 
a ee 7% e108 5 a— SPsiwekoh Fe cad a cbse Elwes th enh ae sc nag mnsns, RE eaeareead«s«bs oes = 6 ‘ 0a raw hed <Wnb n> 4s 606 dso~ seesaw 
OEE wainnsrcdiaeks sched addtwbunsehe ais cuwebes pads Uxesemeksl ©) ObacKee ee eS ere 7 ae Cree 






Hardware Age Verified List of Wholesalers and Retailers is indispensable in economie direct-by-mail-promotion work and also in procuring many new and desirable prospects for 
salesmen’s calls. Every sales manager should have one on his desk, and every salesman could profitably carry a copy in his arte. Size of book 7 x {0% inches. Since the 
eters. er TT ee ave been more than 10,000 additions and corrections, and these all appear in the Eleventh Edition. NOW IS THE TIME TO START YOUR 
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gain in 193] .. WESTINGHOUSE SALES PLANS 
é MEAN A SUCCESSFUL FAN SEASON FOR YOU 











Dont go Enjoy 


through another this 
ier without ¢ 
. Vit ia | MOUTAC 
‘stinghouse 
Fan 



























@ When the Westinghouse repre- house character... “The Old Man 
sentative lays the 1931 Westing- with the Fan.” The “Old Man” 
house Fan Plan before you, you'll rocks back and forth comfortably 
recognize that the materialinit has in the breeze of a Westinghouse 
been designed to help make fan Fan... life like motion that gets 
sales easier for you. Westinghouse across at aglance the full story of fan 














turned to your advantage in this 
1931 Fan Selling Plan. 


You'll recognize the selling ap- 
peal in the new window display. It 
features that well known Westing- 


Westinghouse provides. Make 1931 
a successful fan year with Westing- 
house Fans. 

WESTINGHOUSE ELEC, & MFG. CO. 
MERCHANDISING DEPT, MANSFIELD, OHIO 


@ e 
AS ouse Westinghouse 
ELECT Re 





APPLIANCES 


ans Ta 


LA 


ONE SELLS 
' THE OTHERS 




















Fans are recognized as the easiest comfort and coolness on hot days. : 
fans to sell. That is because West- There is plenty of literature to 
inghouse designers benefit by the help you go after and sign up com- 1 
a experience of almost half acentury mercial fan business and to sell 
is in designing and manufacturing fans for the home. And back of all 
i electrical equipment of every kind. this material to help you sell fans r 
| And Westinghouse hasjustasvalu- there is the Westinghouse National 
E able experience in advertising and advertising campaign . . . bigger j 
Ex selling electrical equipment for do- than ever this year. 
mestic and commercial users . . . Take advantage of this fan mer- 
merchandising experience that is chandising plan and material that ‘ 
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i 


ople Will Do pw in 
For A Good Time/ 


HY will people ride in some contrivance that makes their livers jump 
up in their throats? 





A 


For a good time. 


Why will people spend money for amusements even when they scarcely 
have enough to buy bread? 


To take their minds off of their troubles by having a good time. 
How can a dealer make this love of fun bring trade to his place of business? . 


By subscribing for Red Arrow Service. 


Should you wish further particulars your inquiry 
will not be followed by a call unless you desire it. 


SPRINGFIELD —- ILLINOIS 


BUILDERS OF GOOD WILL FOR RETAIL DEALERS 
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The New Walco Pipe Wreneh 








THEese illustrations are moving-picture shots 
of the Walco Pipe Wrench in action. They 
show tests of this new wrench’s toughness and 
strength which have been made hundreds of 
times and never failed yet. 





TEETH 


ean be quickly 
reground with 
an ordinary 
emery wheel 


Drop-forged 


FRAME 


strong enough 
to batter this 
Piece of steel 
pipe FLAT... 





You can smash a steel pipe flat with the one- 
piece frame-and-bar of a Walco and not harm 
the wrench a particle. That's the kind of stuff 
there is in this simpler, stronger, longer-lasting 


pipe wrench... Walworth’s WALCO. 


Waleo has 
‘GREATER 
STRENGTH 
to withstand 
hard use and 
PLENTY OF IT 





This shot shows Henry Lambert, Walco demonstrator, up- 
side down at the end of a six-foot leverage, giving the Walco 
a tough test that doesn’t bother it a bit. 


WALWORTH 


Walworth Company, General Sales Offices: 60 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, Ill.; Greensburg, Pa.; and Attalla, Ala. 
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“BIG FIST” 








Has a Real Sales Wallop 


N every exclusive selling feature, 
“Big Fist” packs a powerful punch. 


Just look at that handle! It is the 
same sturdy patented “Moly-D” that 
helped Wood’s Molybdenum Shovels 
become the choice of America’s lead- 
ing railroads. 


Customers actually see the advantages 
of the “Moly-D” grip at the very first 
inspection. Extra width for comfort 
and free play for the knuckles, 
smoothness that can’t wear callouses. 
(Sales wallop No. 1) 


You can point out Wood’s superior 
steel band construction that locks 
the spindle to the handle (see diagram 
above) .. how the strain comes cross 
grained making a “Moly-D” handle al- 
most unbreakable. (Sales wallop No. 2) 


Add the extra strength and extra 


comfort of Wood’s patented turned- 
over step. .. the long wearing quali- 
ties of the special heat-treated blade 
(Sales wallops 3 and 4)...and you’ve 
got a knockout shovel value. “Big 
Fist”, the champion of its price class. 
Your jobber will tell you. 


Wood's 
“BIG FIST” 


Shovels—Spades—Scoops 





HOW TOUGH IS “BIG FIST’? 


Jack Lang, of Cleveland, says: 

““Big Fist’ is tougher than an Irish 

traffic cop when you crasha red light”. 

We pay five dollars each month for the best 
est-1-monial on “Big Fist’s” toughness and 
ardness. Send yours to the “Big Fist” Contest 

Editor c/o The Wood Shovel and Tool 

Company, Piqua, Ohio. 
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NEW 


“ZIG ZAG’ 
Rules 


CHROMIUM PLATED JOINTS 


“7.7 j|.—wear longer 
| — work easier 
—look better 
— cosf no more 
than ordinary rules 


TANLEY “‘Zig Zag’’ Rules have always been the choice 
of craftsmen. Millions aré nowin use. Long ago, 
users learned that the joints of ‘“‘Zig Zag’ Rules 
are stronger and hold the rule more rigidly when 
open. Carefully selected rule sticks reduce breakage 








thts tremendously. ‘ 
STAME" And now they are better than ever! Chromium Plating 
Rai” puts a beautiful, hard, long wearing finish on the joints. 


You can pick them out instantly, as the ends are fin- 
ished in Bright Green. 


If it’s a A word to the wise — feature the new “Zig Zag” 

“Fig Z ” Rul Rules. Our advertising is telling the tool users in 

Ig 40g ule, your locality about these remarkable rules which 

it's a can be bought for the price of an ordinary rule. 
Stanley Rule Your regular jobber can supply you 


THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


STANLEY TOOLS 
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You KNOW a 
Vichek Item 
Will Sell 





The Items in this Line are Specified 
by the Wholesaler 
..ethe Retailer and the Consumer 


Ne ITEMS are always submitted to leading retailers 


6 99 
V and wholesalers before being added to the Vichek 
Line, to see whether or not they offer the retailer and the 
“Unit Stock control 
should begin when wholesaler a proper turnover. If the opinions are favorable, 


a 


the line is planned. 


a small supply is made up and a SALES TEST follows... If 
the consumer BUYS from the test display, we know the goods 
have sales appeal and can be recommended fo the trade .. . 
> Thus Sales Science is displacing old fashioned methods .. . 
When you see the name “Vichek” on an item, you know 


that item was made because it had PROVED SALES VALUE. 


THE VLCHEK TOOL CO., 3006 E. 87th St., Cleveland, O. 


Screwdrivers -: Pliers - Wrenches + Chisels - Hammers 


* AMER ae 


a 
EACH LINE SCIENTIFICALLY TESTED TO INCLUDE 
ALL THE ITEMS THAT ARE PROFITABLE TO CARRY 
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“For the 
hardware 
merchant 


who sells 








| 





OLIVER Bolts and Nuts will appeal most strongly to the mer- t | 
chant who has an eye to repeat business. These time-tried 
OLIVER products enjoy a universal consumer acceptance. They 
are always neatly and substantially packed —every carton always 
contains a full count—every box is legibly marked for quick 
selection even on the darkest shelves. 





Let the experience of hundreds of satisfied hardware merchants 
be your guide in your choice of OLIVER Bolts and Nuts. 


OLIVER IRON AND STEEL CORPORATION 
PITTSBURGH, PA. H 
Branch Offices in the Principal Citi- 







PITTSBURGH 











36 HARDWARE AGE for FEBRUARY 5, 1931 
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REG. U.S. PAT. OFF. 


BRAND eng) \\ 








OU are overlooking a great sales bet if you 
are not handling this Carborundum Brand 
57 File. This handiest of all abrasive tools is a record breaking 


seller. N O 
Nationally advertised in two great farm papers, its sale to , 
farmers, gardeners and handymen has been phenomenal. 


It is a great tool for sharpening mower knife sections—for 
edging all farm and garden tools—for sharpening scythes and 
knives. F | | F 
We repeat it is the handiest abrasive tool you ever sold. 
Look again at the illustration. Notice the standard one dozen 





The Carborundum Brand 57 


package. Notice the attractive display card carrying an actual acne ian 
file which we send you for window and display counter. dozen standard package costs 
Order a dozen right now from your jobber. SGN. Te Sine 
= i files retail for $12.00. 
By the way, do you realize how many different Carborun- 1 die pel tne aeeee 
dum Brand Products you can sell? Send for our latest catalog. _ selling product. 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


REG. U. S. PAT. OFF. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


Sales Offices and Warehouses in New York * Chicago * Boston + Philadelphia ~ Cleveland ~ Detroit * Cincinnati * Pittsburgh * Milwaukee s Grand Rapids * Toronto, Ont 





The Carborundum Co., Manchester, England Deutsche Carborundum Werke, Reisholz bei D Idorf, Germany 


(carsorunoum 1S A REGISTERED TRADE MARK OF THE CARBORUNOUM COMPANY) 











HARDWARE AGE for FEBRUARY 5, 1931 

















Some Real Dope 


E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


The truism “In time of peace, prepare for war” is no more true than 
“In time of war, prepare for peace”—or “In time of depression, prepare for better busi- 
ness.” Each saying is true—each is sound advice. 


To prepare for better business, we must first keep ourselves 
liquid. We must eliminate from our stocks all but salable goods— 
we must cater to the immediate needs of our customers—we must 
whittle our overhead down to the bone in order to fit our prices to 

fy the customer’s pocketbook, and still make a profit—waste of any 


we zy 4, 


=== kind cannot be tolerated. We all should agree to these facts, 





See 57 NES To-day, sound necessity items represent the 
= =~ major proportion of all business being done. 
They sell readily—there is no risk in stocking them—they should 
form the backbone of your business for many months to come. 
We must do business, but it must be done safely. 


May I call your attention to the fact that Clover Grinding 
Compound and Glover Color-Stripe Abrasive Papers and Cloths 
are not alone necessity items, but also staples of national standing? 





There is lots of business to be had on these items, if you will go after it. The margin 
of profit is high—the goods standard—we both need the business. 


And, then, we have some ingenious ways of helping make sales. Won’t you let me 
place my selling experience at your disposal ? 


You know the saying, “Two heads * * * .” 





|| E. B. GALLAHER: 











Clover Grinding Compounds 
Clover Color-Stripe Abrasive Papers and Cloths 


BOTH REPRESENT FULL VALUES 
BOTH CARRY FULL PROFITS 
They Cost You Nothing to Try 


Norwalk, Conn. 


CLOVER MFG. CO. 


|| Clover Mfg. Co., Norwalk, Conn. 
Send Samples : 





Clover Compound (Grease-Mixed) 
Clover Water-Mixed Compound 
Clover Flint Sandpaper 

Clover Turkish Emery Cloth 
Clover Aluminous Oxide Cloth 


| Name 


Address 





Character 
of Business 
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Strong’s Stainless Porcelain Enamelware 
for Refrigerators 


This New STAINLESS Porcelain Enamelware for Refrigerator use in- 
sures the preservation of food, fruit, or vegetables, without discoloring 
or marring the beautiful, lustrous finish of these utensils. 


Every kitchen will eventually be equipped with this modern STAINLESS 
Enamelware. It appeals to every housewife. Stress the importance of 
using Strong’s STAINLESS Covered Kitchen Utensils. Order NOW 
and be prepared for Spring trade. 


wees * oie ® cueormer vo A selected list of items for Special 


SPRING Sales at un- 
usual prices will be 
sent upon request. 











Combination 
Refrigerator 
No. 82 Vegetable Pan. Size 14” x 742” x 5” & Cooking Set 


Send for Complete Cataleg 
The STRONG MANUFACTURING CO. 


SEBRING Division of AMERICAN CHINAWARE CORP. OHIO 
Actual Cap. 1 Pt., 14%, Pts., 24% Pts. 








In our recent advertising we have featured the most 
recent additions to the H. & R. line of single guns, the 


H. & R. Hammerless 
and 
H. & R. Folding 


Let us remind you that in regular hammer single guns 


the 
H. & R. Model 1908 
and 
H. & R. Model 1915 





are still standard in the medium and light weight classes. 
respectively. 

In design, workmanship and finish H. & R. Single Guns 
are unequalled, a fact recognized by both Jobbers and 
Dealers. 


HARRINGTON & RICHARDSON ARMS COMPANY 
WORCESTER, MASSACHUSETTS 
Write for complete Catalog. 




















A chair both comfortable and sty- 

lish. Folds quickly and easily. Also 

furnished in red lacquer finish and 

with motif, wedge or triangle pat- 
tern covers. 


Comfort, smartness, and durability 
offered in these chairs. Also furnished 
in green lacquer finish and with wedge, 
triangle or stripe pattern covers. 


A new chair with cane side panels— 

will harmonize with the most luxur- 

ious surroundings. Green lacquer fin- 
ish only, Also 43GW, rocker. 


New wedge pattern cover. Chair 
also furnished in green lacquer 
finish. 


In demand every 
month of the year 


“GOLD MEDAL)” is the line that has 
made folding furniture a year-round 
seller. For “GOLD MEDAL” has 
given the buyer beautiful folding fur- 
niture — styled so that homes every- 
where are glad to give it a place, in- 
doors as well as outdoors. And “GOLD 
MEDAL” has built every product so 
sturdily, so honestly that its quality has 
become the standard by which all fold- 
ing furniture is judged. No wonder it 
sells so steadily! 


Write today for the catalog. 


GOLD MEDAL FOLDING 
FURNITURE CO. 
1706 Packard Ave. Racine, Wis. 


“GOLD MEDAL” ARM CHAIRS AND ROCKERS 








Cover 
Design 


Product Frame Product} Product 
No. Finish oO. No. 





Olive Drab} 40 41 
Stripe 40S 41S 
Motif 40GM 41GM 
Wedge 40GW 
Triangle 40GT 
Stripe 40GS 
Motif 40RM 
Wedge 40RW 
Red Lacquer Triangle 40RT 
Red Lacquer Stripe 40RS 
Mahog.-Brass Hdw.| Khaki 40Y 


35 Varnish 

35S Varnish 

35GM_ | Green Lacquer 
35GW | Green Lacquer 
Green Lacquer 
Green Lacquer 
Red Lacquer 
Red Lacquer 


41RS 

















Pat. Des. 77351, Pat. Des. 78731, Pat. No. 1767736. 
Other Patents pending. 


‘GoLD MEDAL 


TRADE MaAn REC. US PAT 
° e 


Folding 


A modern, comfortable rock- 
er. Folds compactly. Also 
furnished in red lacquer fin- 
ish and with stripe, wedge, 
or triangle pattern covers. 


Gaining in popularity as bridge 
chairs. Also furnished in green 
lacquer finish and with motif, 
wedge or stripe pattern covers. 


No. 35 


The most popular folding 

chair on the market. Choice 

of three frame finishes and 
five patterns, 
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Colorful styling that 
gives you quick sales 


The new “GOLD MEDAL” line for 1931 is a de- 
light to display and sell! It has the snap and dash 
of style that makes merchandise move, backed 
by the recognized value and service that have 
made it “Since 1892 the Recognized Standard.” 


‘GoLD MEDAL 


TRADE MARK REC. US PAT 
. . 


Folding 
Since 1892 
“The Recognized Standard 


eheie 
Pia 


sezesane? 
tejefete? 
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This improved Lounge 
Chair offers big profit op- 
portunities. Supplied with 
or without canopy. Green 
lacquer finish only. 


No. 12CG 
Folding Lounge Chair 


The store that carries “GOLD MEDAL” gets the reclining chair 
business! For no matter what type or style is desired, “GOLD 
MEDAL” has it. The line includes 36 complete numbers of re- 
clining chairs alone—an unequalled assortment in green lacquer, 
in red lacquer, in clear varnish. Patterns include 
the Stripe, Wedge, Triangle, Motif, and Plain, 
matching the patterns of other chairs in the line, 
as illustrated. Get the 1931 catalog for complete 
details. 


No. D11C 


All reclining chairs furnish- 
ed with or without canopy, 
arms, or foot rest. 


Folding Chair No. 6 
Here are several of 
the most popular 
camping numbers in 
the “GOLD MEDAL” 
line. 


A popular folding 
camp chair built to 
stand hard usage. 





No. 10CRW 


Folding Chair No. 3 
It folds compactly and 
quickly. Ideal for motor 

camping or touring. 





: Fold Flat Table No. 14 
| Can be used in home 





or camp. Sturdy, light 
weight and folds flat 
as illustrated. 


——s 
A 


: clining chair. Also fur- 


new frame seat re- 


nished in green lacquer- 
ed frame finish and with 
motif design. 





Folding Steel Bed No. 80 


A comfortable double bed—full size. 


Folding Cot 
0.1 
The original and fast- 
est selling folding cot 
made. Special woven 
cover. 


z4h 


oot tetatet 
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iA dependable carton 




















Dependable Bolt 


YOU never find a Buffalo Bolt Carton bulging or break- SERVICE 
ing or soiling the way ordinary cartons do! And there Q UALITY 
are reasons. Buffalo Bolt Cartons are made from spe- 4 

cially prepared, exceptionally strong carton board, ACCURACY 
wire-stitched to prevent breaking. They are large 
enough to hold standard quantities without over-filling. 
Buffalo” Cartons always stack evenly, and being black 
they never show grease or dirt. 

Like their Cartons, Buffalo Bolts are substantially and 
accurately built for dependable service. They are made 
from billets to finished units in our own plant and are 
subjected to rigid inspection tests. 





Buffalo Nuts always fit Buffalo Bolts with marvelous 
precision. Buffalo Nuts are tapped square with the face 
with consistent accuracy. 


Complete stocks available for immediate delivery. 


BUFFALO BOLT CoO. 


NORTH TONAWANDA, N. Y. 
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LUTHER 


“The Greatest Name in Grinders’’ 


| 











New Improved 
“STANDARD” 
Luther Tool Grinders 


Special Introductory Offer! 


Every dealer should have a Luther STANDARD 
grinder assortment out on display where prospective 
users can see and try them. These grinders make a 
well balanced stock for home, farm and shop use. 
All are good sellers. Luther branded grinders are 
best known, not sold through catalog houses, and 
are easiest to sell; fully guaranteed. 


This improved STANDARD brings greater values. 
Enclosed one piece heavier constructed gear cases 
flanged for oil retaining; cover and clamp one piece 
separate unit; longer shaft bearings; three individual 
gear case sizes; adjustable work rests; attractive blue, 
red and black enamel finish. 


Dealers receive seven grinders for the price of six, 
giving them an extra profit above the usual good 
Luther profit. Easier sales, better profits and de- 
pendable known merchandise are reasons for dealers 
preferring Luther Grinders. 


Ask your Jobber 
for prices and 
details 


Asst. No. 7 

















Best 

Selling 

Sizes A four grinder deal includes one free 
grinder also being offered. 








LUTHER PRODUCTS ‘SOLD ONLY THRU 
HARDWARE AND IMPLEMENT 
JOBBERS AND DEALERS 


Luther products sold by leading Dealers and Jobbers everywhere. We do 


not sell the catalog houses or chains. 


The Dealer and Jobber sales channels have been the outlets for Luther prod- 
ucts for over thirty years. Luther’s pioneering work established the hand 


and foot power grinder industry. 


Elaborate merchandising plans for the new Luther line will insure bigger vol- 
ume and profits for Luther distributors for 1931. 
































Ask your Jobber for a Luther Catalog and Prices 


LUTHER GRINDER & TOOL COMPANY 


149 W. Seeboth St., Milwaukee, Wis. 
ORDER LUTHER PRODUCTS FROM YOUR JOBBER 
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Here is Hardware that 


a 


Will Win Putas Confidence 





iinet 2 a 


ee ILDERS’ 
HARDWARI 























National Manufacturing Company 


UYERS of hard- 

ware today have 
keen judgment and 
are insistent upon 
value. 


F Natienal 


Builders’ Hardware 
is recognized by the 
trade as a product 
of superior merit— 
in design and in the 
quality of materials 
used in its manufac- 
ture. This famous 
line has proved its 
exceptional worth 
through years of 
steady service. 


National dealers ride 
profitably on this 
wide trade accept- 
ance. Advertising 
and demonstration 
models are furnished 
dealers as selling 
aids. Write now for 
further information. 


Sterling, Illinois 
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like Doo-Klips for your featured spring 
items. Loss leaders are still showing 
a loss—anyone can secure them. DOO- 
KLIPS bring in the customers—they’re 
easy to sell—they pay you a profit! 


_Doo-Klip 
GRASS SHEAR 
Retail Price 

$130 


ved Doo-Klips 


shown here are YOUR items—no competition from the mail-order 
house next door, nor the chain store across the street. Again 
improved in design. they are more than ever maintaining 
their position as “the world’s best Grass Shear.” 
You'll find them real stimulators of sales, but— 
before you can sell them you must have 


them in stock. Doo-Ktip 


Doo-Klip YOUR JOBBER HAS DOO-KLIPS— PRUNER 


A Long Handle 
GRASS SHEAR ORDER FROM HIM NOW 
eaer eee Retail Price 
$250 


or write your name and address 
on the margin of this ad, tear 
off the lower half of the 
page and mail it to us. 
We'll know you want 
descriptive matter 
and prices — 

and you'll 

get them 


DOOR Max 


Alliance 


Made by The Alliance AZ Gletbiclagebstets M Gominatt 
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Your customers will instantly ap- 
preciate the many advantages of 9 1 HH De " : O p : : H tn 
this new poultry netting. You can Si 
sell them greater protection and 
better service than ever before — 
at a lower cost! 

Your volume of sales will in- 
crease — and your profits will 
be greater. 

Take advantage of this un- 
usual opportunity — and stock 
STERLING Straight Line Combi- 
nation Poultry Netting. 

An entirely new construction 
in poultry netting that leaves 
nothing to be desired. The first 
12” are spaced 1 inch apart, the 
second 12 inches, 114 inches 
apart, and the balance, 2 inches 
apart. The line wires on Combi- 
nation Netting as well as on 
STERLING Regular Straight Line 
Netting, run the full length of the 
roll. These line wires are locked 
together by the mesh wires so securely that they cannot slip, spread, or 
unravel. The netting will not bag or sag when unrolled and erected. The 
full strain of the stretching falls on the straight line wires. It can be taken 
down and erected time and time again with perfect results. 

It looks better — is easier to erect — needs fewer posts — and does 
away with the necessity of top and bottom boards. It is not necessary to 
erect an all one inch netting, or both 1 inch and 2 inch netting to get com- 
plete protection. STERLING Combination will give better protection at 
a lower cost. Furnished in 42”, 48” and 60” and 72” heights and 19 and 
20 gauge. 


The Northwestern Barb Wire Co., Are Fabricators of 












STRAIGHT LINE NETTING POULTRY FENCE FIELD FENCE 
BARB WIRE CORN CRIBS FARM GATES SMOOTH WIRE NAILS 
ORNAMENTAL LAWN FENCE ORNAMENTAL GATES 


RED HEAD — GOLD BAND (SPIRAL WRAPPED) BALE TIES 
DILLON COMBINATION HOIST AND STRETCHER 





Northwestern Barb Wire Company 


Since 1879 
Sterling, Hlinois 
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NEW SHERLING 
STRAIGHT. qais3 





See Your Jobber 


for complete information 
and prices, or write us. 
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Your 193{ Customers 
Will Make Doubly Sure 
of Quality Before They 

Spend Their Money 




















A lot of money will be spent in 1931 for wire screen cloth—just as 
it is every year—with one big difference. Your 1931 customer is a 
much better buyer than he ever was before. He’s going to compare 
your line with your competitor’s line. He’s going to convince himself 
which is the best in quality—and that’s where he’ll spend his money. 


Alert hardware merchants are also making doubly sure of quality 
before they stock their lines. Never before has their volume of busi- 
ness depended to such a great extent on quality and value. After care- 
ful comparison many dealers are going to change-to the Hanover line 
in 1931. Hanover Wire Screen Cloth has built a reputation for quality 
and has held it for many years. A letter to us will bring complete 
information on this quality line and on our 1931 sales promotion plans. 


Hanover Wire Cloth Co.  » y vy Hanover, Pa. 
Manager of Sales 


John M. Hart Co., Graybar Bldg., New York City 


WW 
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ROFIT BIG 


rom this 


National Advertising 


New, big profits from lawn mower sales! That's what thousands 














of dealers are getting ready for this season . . . with the famous NOVO, 
the Unbreakable Lawn Mower. 

Last year, without advertising assistance, NOVO went across BIG. 
Unique design, superior quality and construction all make the 
NOVO the outstanding sensational success. 

This year dealers can count on greatly increased sales and prof- 
its. Dominating ads in ten leading magazines will soon start telling 
forty million readers—including your own locality—about the NOVO, 
the world’s most remarkable lawn mower. Positively unbreakable! 
Guaranteed for a lifetime—and with genuine, patented self-adjusting 
ball bearings, too! All the best features found only in the highest 
priced mowers. Yet costs no more than most ordinary good mowers! 























DEALERS— Our liberal Special Offer, 
attractive sales helps and generous dis- 
counts assure NOVO dealers real prof- 
its. Wire or write for full particulars. 













SPECIAL OFFER 


Rush details about NOVO, the Unbreakable Lawn 
Mower, your Special Offer and other particulars 


at once to— 
EY SAP Pig artere Sr Mee oc ond Sere 
LAWN MOWER CO. 
SUMMER CPG) ss. < 500s bccdccccccedideenes 
Richmond, Indiana ROCIO. PEE CPOE OCT OCT 
The World’s Largest Lawn Mower Manufacturers a Riieasiagieccscinisicssaabianciin 
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SY stock CAMBRIA FENCE 


Spring brings a large market 
for field fence. Farmers replace 
old and worn-out fence, enclose 
new fields, recondition their 
poultry runs, and make many Fence. These posts greatly simplify 
other fence repairs and replace- the erection of the fence. They are 
ments. These farmers demand made of new high-carbon steel. They 
high-quality fence. They know can be used equally well for both tem- 
res lamuetinnen e f ylang Sane puuiey and permanent fence construc- 

tion. Bethlehem Fence Posts are 
that gives long service; fence that made in Self Fastener and Punched 
is strong, and retains its shape. Types in Angle and Tee Sections. 
That is why so many of them buy 
only Cambria Fence. Studded Omega “U” Fence Posts 
Here is a post of double strength. 

Cambria Fence is a Bethlehem Its Omega or “U” shaped section runs 
product, manufactured at Beth- throughout its entire length. Seven 
lehem’s Cambria Plant, Johns- wire clips are supplied to be used to 
town, Pa. It is made in a large, lock the fence wires securely to the 
modern factory devoted solely to post. High quality rail steel is used 
the manufacture of this high- b in Studded Omega “U” Fence Posts. 
quality product. Cambria Fence Welte fer Saldee 25%. 
is a hinge-joint, cut-stay, stand- BETHLEHEM STEEL COMPANY 
ard field fence, made of full- i Central Often: Bethichom,. Pa. 


gauge ae je wire has s heavy District Offices: New York, Boston, Philadelphia, 
zinc coating which does not I Baltimore, Washington, Atlanta, Buffalo, Pitts- 
\ burgh, Cleveland, Cincinnati, Detroit, Chicago, 


crack, flake or peel. The Flexo in: Henin. 


Joint and Tension Curve give it Bethlehem Steel Fence Studded Omega “U” Pacific Coast Distributor: Pacific Coast Steel 
Corporation, San Francisco, Seattle, Los Angeles, 


resilience, strength, flexibility. Posts Fence Posts 
Angle and Tee Sections— —Supplied Portland and Honolulu. 
Prepare now to meet the ex- supplied in both punched with Export Distributor: Bethlehem Steel Export 
Corporation, 25 Broadway, New York City. 


acti deman ds of farmer 8 by and self-fastener types 7 arid clips 


selling Cambria Fence. Stock a 
complete line! We can fill your 
order promptly with the sizes 


and styles that you require. 


Bethlehem Steel Fence Posts 
We recommend Bethlehem Steel 
Fence Posts for use with Cambria 


i 
i 
i 
' 
i 
i 
i 
i 
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For How Many Years Have You Meant to 
Modernize Your Store ? ? ? ? ? 








A hardware store that looks like 
business and means business. Yours 
can be improved both in appearance 
and effectiveness. 





Here Are 3 Reasons Why You Should Do It 


This Year ...This Month... 


It will cost you less today than at any time in 
the next several years, to give your store that 


Now attractiveness which attracts business. Warren 
$¢¢ 0% @ prices are at bottom levels. 


You need to put your best foot forward now 
to stimulate the rise from 1930 business levels 
—to put on a Spring drive that will raise your 
store’s standing in the community and your bal- 
ance at the bank. 

People will shop carefully these next few 
months. The only way you can hope to sell 
more merchandise is by scientific store arrange- 
ment—the modern principles of open display 
that are built into Warren Fixtures. Bring your 
customers in closest possible contact with your 
merchandise in 1931. 

Act now! Send the coupon. 


WARREN J D, WARREN MFG. COMPANY 
SECTIONAL DISPLAY FIXTURES 


J. D. WARREN MFG. CO., 
208 W. Washington St., Chicago, Ill. i NR Sa re Cera erie SER ee ee ee ere 
We want to know more about Warren Fixtures and 
Scientific Store Arrangement. Please send us: 
O) The New Warren Fixture Catalog. Ss aetea 
{]'The Warren Display Table Folder. treet Et wien cla te aiectie t €:GiR aoe ec epele esac a are ear esa ear eee eee 
(] The Warren Information Sheet for Suggestive Store Ar- 
rangement. Cit 
O)Without obligation, please have your Store Engineer eee aseih ete AIG. OLR eS. '6: 912m Se. 8 Se Fe 09 t se 
call on us when in our vicinity. H.A.-2-5-31 
ew mS a ee Se ee TT Trrrreeeeeeeeeeetieetsetsttetesestestitsttettee eee 


of 
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a PENNSYLVANIA Dealer 
needs this NEW, 


mounted, Gardener 


























Display 


You I] save%in the long 

ie Plan to increase your sales of quality lawn 
mowers by ordering NOW this brand-new, 
full-color mounted display of the famous 
PENNSYLVANIA Gardener. It is even more 
attractive and colorful than the original Gar- 
dener cut-out, which helped thousands of 
dealers to cash in on the reputation of PENN- 
SYLVANIA Quality. 


SALLY, 


PINVAT) 


This new display, Size 29” x 42”, will be 
sent FREE on request, together with our com- 
plete package of 1931 “Dealer Helps”. These 
wah run wie ai*s 3 2 3 

1 include the attractive display cards and new 


er N 1A e 16-page lawn booklet pictured here. 
LAWN Mow ERS 


i 
j 
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In writing, be sure to give your jobber’s 
name and the names of any PENNSYLVANIA 
brands you carry. Also, please enclose a 
proof of any imprint desired on this adver- 





tising material. 


PENNSYLVANIA LAWN MOWER WORKS 


Primos, Delaware County, Pa. 








Our New Address 
Is Primos, Delaware County, Pa. 


Our general offices have now been moved 
from our old location in Philadelphia to 
Primos, a Philadelphia suburb, where our new 
and larger plant has been in operation for 
some time. Effective immediately, please ad- 
dress all « ications and consign all ship- 
ments to PENNSYLVANIA LAWN MOWER 
WORKS, PRIMOS, DELAWARE COUNTY, 
PA. 





























HARDWARE AGE for FEBRUARY 5, 1931 


OO LO PL” AM” A Mh, 


_” Stock * / 


/ 


/ 


Our Lat 


Guarantee 


























yoyo): 


TITUTION 


LOOK FOR THE “GaB” LABEL -- YOUR PROTECTION AGAINST SUBS 


Bronze} Pearl] |Poultry|Strai Copper 
Screen Wire} Screen Wire} Netting | Fencing | Cloth |Screen Wire 


BRIGHT Reg. Grade (12:13) fj Galvanized Before | Galvanized Before f Galvanized LIGHT 
and aloo 14-16¢18-20 and and Steel Wire 14-16-18 Mesh 
ROMAN 24 & 30 Mesh-ako Galvanized After § Galvanized After Cloth DARK 
14 &@16 Mesh — hex. Hy 14 Mesh Only Weaving Weaving in all grades 14-16 Mesh 


_ Continued preference with experienced buyers everywhere, and the increasing number 
REFERENCE 

— of new customers, testify to the soundness of our adherence to the standards of QUALITY 

and SERVICE which have established the name of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818- America’s Oldest Woven Wire Factory- Manufacturers 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 
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To Help the Unemployed 


in the Hardware Industry 





HARDWARE AGE will accept and publish Positions Wanted 
Advertisements free of charge. 


This offer is made only to those of the hardware fraternity 
who are not employed at present and who desire positions 
in a hardware store, wholesale or retail, or with a hardware 
manufacturer. 


None but truthful, honest-to-goodness advertisements from 
those actually out of work will be accepted free. Changes in 
positions will not fall in this category. 


The advertisements accepted will be inserted in two con- 
secutive weekly issues. Fifty words will be allowed each ad- 
vertiser, including seven words for the address, which may be 
your own home address or a box number. We will forward all 
replies which we receive to the advertisements. 


Hardware men and women needing positions are cordially 
invited to take advantage of this service which will be con- 
tinued as long as conditions warrant. 


Address your letters to the Classified Department of: 


HARDWARE AGE 


239 West 39th St. New York City 
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CONTINENTAL 


New 








' 
LAWN 
FENCE 



















‘ 
x 
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elling Appeal 


A display rack which requires small floor space 
and can be used for displaying not only lawn 
fence but various garden tools. Ask your jobber 
how it can be secured FREE. AAbas 


Your profitable sales on Continental “freen-Rottom” 
lawn fence are doubly protected by “een-ottom” 
trade mark—a sign of guaranteed quality. Get ready 
for the Spring demand for fence by ordering 
‘“Breen-Bottom” from your jobber today. This su- 
perior fence costs no more than ordinary lawn fence 
and your jobber will be glad to tell you of the selling 
helps offered by this old leader in the fence field. 


Continental “een-Bottom” Chain-Link lawn 
fence is offered in heights up to 48 inches, to meet a 
growing demand for an attractive, longer lasting fence 
for all kinds of home protection. It is the result of 


CONTINENTAL STEEL CORPORATION, Kokomo, Indiana 


Manufacturers of 


Billets, Rods, Wire, Barbed Wire; Farm, Poultry, Lawn and Chain-Link 
Fence; Black, Galvanized, Special Coated and Roofing Sheets. 





CONTINENTAL ieen 


thirty years experience in fence manufacture, and is 
offered to the trade as’ the very finest product it is 
possible to produce. 


Continental “feen-Rottom” Chain-Link lawn fence 
is made only 
from “copper- 
bearing,” rust- 
resisting steel, 
galvanized 
after weaving 
by the hot dipp \¢ 


process. 











: % ‘ é . 
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-(Zottom LAWN FENCE 








ORNAMENTAL & CHAIN LINK 
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Announcing 
The New and 


Greater 


HOUSEWARES 


HARDWARE 
SERVICE 





For Newspaper 
‘ —<——_— and Direct-by-Mail 


Advertising 


HIS is an age of specialization! There is no reason why the hardware store cannot go 





after business in the progressive way of the department store, men’s wear store, etc. This 
new and greater Merchant-Economist Housewares and Hardware Advertising Service has been 
planned by store-trained men to produce results in cities of any size. 

6 e e 

The exclusive franchise to the Merchant-Econdmist Housewares and Hardware Advertising 
Service gives you monthly a well merchandised service of small, effective illustrations—several 
profit-producing Merchandise Leaders (exclusive with this Service)—plenty of successful 
direct-selling plans and compelling copy that will win customers and increase sales. 





A Citak the Housewares, Hardware, The coupon will bring particulars. 
Paints, Farm Tools, Farm go se=80eeseeeseecseseeeeeeseessseeseces 
Implements, Garden Tools, , 
Stoves, Wall Papers, Har- 
ness, Glassware, China- 
ware, Electrical Goods, Bath Room Fixtures, Poul- 
try Supplies, Sporting Goods, Toys and many, many 
others. 


ECONOMIST RETAIL SERVICES 
243 West 39th Street, New York City 


Departments 
Featured ECONOMIST RETAIL SERVICES 

243 West 39th Street, N. Y. C. 

Providing your Service is available for the below city, 

kindly send this month’s Proof Book with full particu- 

lars. This incurs no obligation. 











FIRM NAME 
TITLE 
CITY 


STATE 
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Have you arranged for your 
















window? 


So effective have window dis- 
plays proven in selling Gold 
Strand Screen Wire Cloth . . . and 
other hardware products at the 


same time . . . we are going a big step further to help you this year. 


Professional Window Trimmers will call, bring all display materials 
not in your regular stock and do a real job of window dressing that will 
stop traffic in front of your store. 


This service is absolutely free to dealers carrying Gold Strand Screen 
Wire Cloth. Just fill out the card your jobber salesman gives you when 
he takes your order for Gold Strand. 






AMERICAN WirE Fasrics CoRPORATION jh / 


Subsidiary of 
WICKWIRE SPENCER STEEL COMPANY 
41 East 42nd St., New York City 


Worcester Buffalo Chicago Cleveland Tulsa Ask your jobber salesman 
for a supply of these busi- 


Pacific Coast Headquarters: San Francisco ness getting little books. 
He will gladly give them 
Branches and Warehouses: Los Angeles, Seattle, Portland to you FREE. 








GOLD STRAND SCREEN WIRE CLOTH 


Black Painted American Galvanized ae Gold Strand Hard 


American Gold Strand American Gold Strand Cop 
Galvanoid Bronze* *In light aaa dark finish 
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History has shown 
THE STEEL GOODS BUSINESS 
is 


GOOD IN HARDTIMES! 


A WORD TO THE WISE IS SUFFICIENT! 


~ 


THE AMERICAN FORK & HOE COMPANY 
CLEVELAND, OHIO 
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OLD FRIENDS! 


=p) 
as 


“Yes Sir! 







That’s the Blade!” 


“For over thirty years I have 
never used any other hack saw 
blade. Take it from an old- 
timer, that you’re wasting time 
and money trying inferior 
blades.” 

The successful hardware dealer 
today will not be talked into 
handling inferior hack saw 
blades that are hard to sell. 


Make sure that this year will be 
a progressive one by using a 
safe and sure’ merchandis- 
ing policy. Handle old estab- 
lished lines and join the hun- 
dreds of STAR DEALERS that 
are concentrating on the profits 
they derive from handling STAR 
SAWS. 


Your jobber can supply you. 


CLEMSON BROS., Ine. 
Middletown, N. Y. , 








HACK SAWS .. . 
and BAND SAWS 
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Where 
Does a 
Sale 

Begin? 


Au sales begin with first 
impressions. And before the 
customer sees what he wants he 
sees the store and the salesmen. 
A live, going, successful busi- 
ness speaks for itself. And so 
does a live, going, successful 
salesman. 

Take a saw sale for instance. 
Put yourself in the customer’s 
shoes. You figure you need a 
saw and go to your hardware 
store. An indifferent salesman 
strolls up to you. After you’ve 
told him what you want he lays 
a couple of saws on the counter 
and says—“This one costs one 
and a half—the other one is 
three and a quarter.” You ask, 
“What is the difference?” He 
replies, “One seventy-five.” 

But not the _ enthusiastic, 
REAL salesman. You can tell 
right from the start he knows 
saws and how they are made 
and what they are used for. And 
when he starts to tell you about 
Atkins Silver Steel and what 
makes real value in service in a 
saw you overlook the price and 
consider him a real help. 








ia 


THE FIRST STEP/ 





That first impression means 
a lot in selling. The appearance 
of the salesman helps make it. 
A live, successful salesman 
shows it. You can’t sell your 
pet grouch. You can’t sell dirt 
and carelessness and indiffer- 
ence. The customer is not in- 
terested in your family troubles. 
But if he wants to buy a saw he 
is interested in “Silver Steel” 
and “Taper Grinding” and the 
results of these things in easier, 
quicker, accurate sawing and 
muscle and time-saving and 
longer, better service. 

The Chinese say, “A thou- 
sand mile journey starts with a 
single step.” The biggest sales 
ever made start with a ‘first im- 
pression. 


L§ 


WHAT IS SILVER STEEL? 


tia OW many kinds of cheese are there? Limburger, Cream, Roquefort, 
Edam, Brie, Cottage—anyhow, there are many varieties. Each serves a certain 
purpose—the same is true with steel, especially saw steel. 

That’s what Sam Sayles is going to tell you NEXT WEEK—the definition for 
SILVER STEEL, and what it means to you as a quality tool salesman. 





No. 3 
Nest of Saws 


Conrans a 12” keyhole, 
14” compass blade and an 18” 
special nail-cutting blade. 
When nails or other metals are 
encountered, you may easily 
cut through the metal with the 
nail-cutting blade and proceed 
with your regular hand saw. 
Adjustable pattern handle. 
Carpenters, Electricians and 
Plumbers need these in their 
kits. 


If you will make a display 
of Atkins SILVER STEEL 
Saws and use Atkins display 
material you-can establish your 
store as headquarters for qual- 
ity merchandise. 


There is a best in everything 
and in Saws—it’s ATKINS. 


Atkins Saws are described 
and illustrated with a let of 
good sales talk in our new 
“Atkins Saw Book.” You can 


have a copy for the asking. 
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House Passes Capper-Kelly Bill. 
After Clipping Its Claws 


OADED with eleven amendments which materially 
weaken, if they do not entirely destroy its potency, 
the Capper-Kelly Resale Price Bill passed the House 
of Representatives last Thursday, without a record 
vote. Representative McSwain (S. C.) dealt 
~ what was practically a death blow by his 
amendment which rendered the bill inoperative on 
the necessities of life, which include “tools of trade,” 
agricultural implements, foodstuffs, ingredients of 
foodstuffs, clothing, shoes and hats. The exemption 
of tools will be a blow to all hardware men. Many 
of them had supported the bill chiefly because of the 
hope that price cutting on tools, cutlery, etc., might 
be curbed. 

Presumably in favor of the bill, but sensing the same 
inadequacies that were outlined in HARDWARE AGE (Dec. 
11, 1930), Congressman Eaton (Colo.) injected an 
amendment that would help restore to the measure 
some of its original strength in price maintenance. His 
amendment corrects the situation that would have pro- 
vided the technical loophole, that HARDWARE AGE pointed 
out. The bill as presented to Congress last week would 
legalize a resale price agreement between manufacturer 
and wholesaler, and would also PERMIT a similar sec- 
ond contract between wholesaler and retailer, but pro- 
vided no legal machinery to enable the well-meaning 
manufacturer to impose this extra condition. How- 
ever, the McSwain amendment makes even this im- 
provement a rather empty victory. On this point many 
of the bill’s most ardent supporters concur. 

Representative Kelly (Pa.), co-author of the bill and 
its champion in the House for many years, told Harp- 
WARE AGE that even as amended the bill carries the 
underlying principle of legalizing resale price main- 





tenance. This view, however, is not very generally 
shared, but is characterized as being further evidence 
of the indefatigable zeal of Mr. Kelly’s effort to provide 
such legislation. 

As we go to press the bill is before the Senate Com- 
mittee on Interstate and Foreign Commerce. Senator 
Capper (Kan.), also co-author of the bill, has indicated 
his intention of trying to bring the measure before the 
present session of the Senate, but it is considered un- 
likely that there is much chance of it being given this 
consideration. 

In the House, both sidts concede that partisan poli- 
tics played no part in the debate or vote, that the inter- 
pretations of the economic aspects dominated the dis- 
cussion. 

Throughout the discussion on the floor of Congress 
there were frequent charges that the bill had been in- 
accurately termed an “anti-chain store measure” and 
that on this unfounded premise had obtained consider- 
able popularity among independent retailers, who in 
many cases had never heard any of the opposition argu- 
ments on the subject. 

Those in Congress who oppose the bill in principle 
very definitely and very generally claim that attempts 
at resale price legislation (under way in one form or 
another for nearly fifty years) are at an end for many 
years, if not forever. This view has many adherents 
and further substantiates the proposal of this publica- 
tion (Dec. 11, 1930) that the Capper-Kelly bill should 
receive further study and more complete protective 
clauses before receiving Congressional action. 

The full text of the amended bill as passed by the 
House will be published next week with extracts from 
the discussion that preceded the vote. 
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| The Way to Face the Future is 
| to Meet the Present 


When prosperity returns, will our selling problem be solved again? 
. WILL it? Our present difficulties . . . aren't they due primarily 

to changes in distributing trends? . . . changes in merchandise? ... 

changes in methods? 

Shall we keep on hoping that Yesterday will return? Shall we keep 

on .worrying about Tomorrow? . . . or shall we DO something about 

Today while there is time? 
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Remember... 
Hibbard Retail Experts are prepared to render Hibbard Does the COMPLETE job (including 


practical and intelligent service to YOU. mounting samples without charge). 
Hibbard was the FIRST to supply Store Equip- Hibbard gives the BOTTOM PRICE to the Re- 
ment at prices you can afford to pay. tailer himself. 


Hibbard STILL LEADS with the Newest and Hibbard sells Store Equipment to customers on 
Latest Approved Display Units. extended time without interest or carrying charge. 


If you are considering changing or remodeling your store to meet all conditions of TODAY, 
you can hardly afford to overlook the Hibbard Plan. 


Blue Prints and Advice are yours without obligation of any sort. Don’t hesitate to write 
to the Dealers’ Service Bureau for new Catalog of Hibbard Store Equipment. 


Co-operate With the Wholesaler Who Co-operates With You 


HIBBARD, SPENCER. RARTLETT& (. 


211 EAST WATER ST. 
CHI! oAa_SsS OS 
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By MARTIN 
VAN DUSSEN 


Hardware Merchant, 


Rochester, N. Y. 


Development of Store Traffic with Loss Leaders 
Is Here Discussed by a Merchant Who Has Tried 
It and Tells How He Did It 


VERY retailer 

constantly faces 

the basic prob- 

lem of building 
and maintaining store traffic. It 
isn’t difficult to handle sales once 
you have the customer on your 
premises partially interested in cer- 
tain merchandise, but it is a prob- 
lem to make him come back again 
and again and to make new people 
come in. To make him want to 
come in and to make it easy for him 
to buy when he is in we do many 
things—we trim our windows at- 
tractively; rearrange our stores; 
use modern types of display equip- 
ment, visible price cards and try 
other various forms of advertising 
—all to increase store traffic. Some 
of these efforts have brought re- 
sults, others have not. We have no 
accurate way of learning which 
particular effort has been most 
profitable. We feel usually that 
there is an indefinable benefit from 
each and all efforts, and often let it 
go at that. 


The chain, department and mail 
order stores have for some time 
used the loss leader form of adver- 
tising to develop greater store 
traffic. After studying this idea 
for some time we decided to try it 
out and have been able to check up 
on it and know that it is successful, 
when intelligently handled. 


You may ask “What is a loss 
leader.” A definition that might 


‘enter one’s mind is an aarticle 


bought through regular channels, 
at regular cost, and sold at a loss. 
This definition, however is not com- 
plete. It may be sold at a monetary 
loss, but this loss, we know from 
experience is offset by the profits 
of other incidental purchases by 
the same people. In defining a loss 
leader we should say that it is an 
article bought in the regular way 
and sold at an attractive price to 
the consumer; with profit for the 
dealer. For example, we buy a ten- 





MARTIN VAN DUSSEN 


quart, light, galvanized pail for 16 
cents. We place it in our show 
windows, with an attractive price 
card, offering it for 15 cents. Any 
householder, any time, can use a 
galvanized pail at 15 cents; so, at- 
tracted by our display, the cus- 
tomer is brought into the store and 
is compelled to go to the rear end 
of the store to find the pail. It has 
cost us one cent to get this cus- 
tomer into the store and pass all 
the other goods we have on display. 
Over a period of time we have 
found that seven out of ten of these 
customers buy additional merchan- 
dise. That’s where the profit comes 
in. 

Some merchants contend that the 
selling of this pail deprives us of 
the sale of a pail at the regular 
price, and that, therefore, our loss 
is one cent plus the overhead, which 
would be five cents. This is some- 
times true, but we have found out 
that out of a gross of pails fully 
nine dozen were sold to new cus- 
tomers. Even though we figure 
this loss at five cents on each pail 
it has cost us $2.50 to bring fifty 
people into the store, each one mak- 
ing a purchase. We do not know 
of any other form of advertising 
that will bring more customers into 
a store at so low a cost, and if 

(Continued on page 91) 
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T. H. Gerken tells how Charles Walmer 
of Wilkinsburg, Pa., in 1930, made 


34000 
EX TRA 
SALES 


DAPTATION of chain store methods to the hardware 
business without sacrifice of profits or quality has 
been accomplished by the Charles W. Walmer Hard- 
ware Co. in Wilkinsburg, Pa., one of the larger 


Pittsburgh residential and industrial suburbs. Among the 














HARDWARE AGE for FEBRUARY 5, 1931 


63 





more important methods adopted 
by the Walmer company in an ef- 
fort to retain its volume of bus- 
iness and profits against the grow- 
ing competition of chain stores, 
mail order firms and industrial 
discounts are the playing up of 
certain staple items at bargain 
prices in order to attract buyers 
to the store; the wide use of table 
display with adequate space for 
free customer circulation through 
the store room; prominent display 
of prices on all classes of goods, 
and the maintenance of a fair 
price policy on the regular lines 
of merchandise. 


Some of the concrete accom- 
plishments of the Walmer com- 
pany in 1930 as a result of this 
program were the ringing up of 
approximately 34,000 extra sales, 
a large increase in cash business, 
a 15 per cent improvement in 
sales of paints and a considerable 
enlargement of potential customer 
territory. 


“Loss Leader” to Attract 
Customers 


Located on Wilkinsburg’s main 
thoroughfare in a business block 
containing several chain estab- 
lishments, the Walmer organiza- 
tion merely adopted the methods 
of its neighbors in attracting cus- 
tomers by means of “loss leaders” 
or staple products sold at cost or 
slightly under cost. Among the 
products sold in this manner were 
sugar, soap and peanut brittle. 
During the year two carloads of 
sugar were purchased at approxi- 
mately $5.45 per 100 lb., which 
were sold in 5-lb. cartons at 25c. 
to 29c. per carton, depending 
upon the competition of the local 
chain groceries. A strict limit of 
one 5-lb. carton to a customer was 
enforced on all sales. Two car- 
loads of soap were also sold at 
very low prices, including 5c. for 
P. & G., 5c. for Ivory, 5c. for 
Palmolive, 5c. for Lifebuoy and 10 
bars for 59c. for Lux. Peanut 
brittle was carried only during the 
Hallowe’en season, when three 
tons was sold at 15c. per Ib. or 2 
Ib. for 29c. In ton lots the pea- 
nut brittle cost 15c. per lb. At 
all times these “loss leaders” fig- 
ured prominently in the company’s 
advertising, and window displays 
and, of course, were prominently 


shown on tables in the store. 
When these lines were first put in, 
they were carried on tables at the 
front of the store, but have grad- 
ually been moved back until they 
now occupy a position near the 
rear of the room with prominent 
display cards to attract customers 
to them. In this arrangement po- 
tential buyers traverse the entire 
length of the store in order to se- 
cure the products which attracted 
them to it, and in many cases are 
prompted to make other purchases. 
As far as possible, profit-making 
articles are displayed adjacent to 
the “loss leaders.” During 1930 
approximately 34,000 extra sales 
were made by means of these bar- 
gain items, and it is conservative- 
ly estimated that 25 per cent of 
the customers attracted to the 
store in this manner made other 
purchases.. 


These bargain items were large- 
ly sold on a cash basis, with the 
result that cash transactions in- 
creased from 20 per cent of total 
sales in 1928 to 51 per cent in 
1930. 


This method of attracting cus- 


.tomers also enabled the company 


to reduce its local advertising ap- 


Here is a mass display of 
sugar in the Walmer Hard- 
ware store. Many other prod- 
ucts are sold in this manner. 





proximately 50 per cent, and adopt 
the very effective policy of allow- 
ing customers to carry on adver- 
tising personally. With a full line 
of nationally advertised products 
in stock, the store was also able to 
get the full benefit of national ad- 
vertising, and further emphasize 
this policy in its local display 
space. The accompanying adver- 
tisement illustrates the company’s 
method of attracting customers 
by means of special bargains, at 
the same time calling their atten- 
tion to the wide range of stand- 
ard high grade products carried. 


Table Merchandise Pyramided 


Flat table counter display is 
used throughout the street floor 
of the store in about the same 
manner as that used by chain 
stores. The table centers are ele- 
vated in many cases to permit 
pyramid display of old line mer- 
chandise, and thus many legiti- 
mate sales are prompted by pur- 
chases of bargains, located imme- 
diately in front of them. All goods 
displayed are prominently marked 
by price cards with selling figures 
briefly and boldly contained there- 
on. Black lettering is used for the 
old price on the product displayed, 
while red figures on a larger scale 
indicate the present selling figure. 
An example of astute price display 
is offered by Mazda lamps, which 
are no longer sold with emphasis 
on the wattage, but rather upon 
the price. For that reason the 
wattage figure is considerably re- 
duced in size and attracts far less 
attention than the selling price of 
18c. each in lots of six or more on 
numbers which sell at 20c. when 
bought singly. 


The store is well manned with 
clerks at all times, many of whom 
have had chain store experience 
and are familiar with such meth- 
ods. In all cases Saturday bus- 
ness is played up to the fullest ex- 
tent, and a peak load of clerks is 
maintained on that day. Wednes- 
day has also proved to be a good 
shopping day, requiring extra 
clerks. Special care is taken to 
see that each customer gets at- 
tention as soon as he enters the 
store, and the only complaints re- 
ceived come from customers at 


(Continued on page 78) 
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“PRICE FIXING” 


By SAUNDERS NORVELL 


ASN’T it Job who cried, “Oh, that mine 
enemy would write a book’? People who 
write are engaged in a very precarious 
occupation. You may write a thousand 
things that are correct, but just make one error and 
then everybody is on your neck. In a recent article I 
was trying to make the point that no industry could be 
stabilized, that no prices could be successfully fixed, wn- 
less production was also regulated at the same time. 
As I wrote this article, reviewing the past years, case 
after case came to my mind where price fixing had been 
attempted. It is the easiest thing in the world to fix 
prices. They are usually fixed by gentlemen’s agree- 
ments. Everything is lovely. There is a good dinner 
and everybody feels rich. But unfortunately economic 
laws always work out. One is reminded of the poem: 


Tho’ the mills of God grind slowly yet they grind ex- 
ceeding small, 

Tho’ with patience He stands waiting, with exactness 
grinds He all. 


Human nature is human nature and it works over- 
time. Just as soon as there is any extra profit in a line 
of business where prices are fixed, then Mr. Smart 
Aleck goes to work with some scheme to sell more than 
his share of the goods— in other words, to take ad- 
vantage of his competitors. Invariably where this hap- 
pens Mr. Smart Aleck sooner or later is exposed, and 
then a price war starts, and the first one to holler for 
help and to call out loudly for sympathy is Mr. Smart 
Aleck himself. There is absolutely nothing new about 
this. It has always happened and it always will happen, 
and it happens just because human nature does not 
change. Just about the time a man gathers wisdom 
he leads the procession to the cemetery, and then along 
comes a new crop of “suckers” who think they can beat 
the game. But they can’t and don’t, and so the merry 
dance of price advances, price explosions and price wars 
continues. 


Once upon a time the price of quinine was fixed in 
this country. This price fixing was done by a meeting 
of several nationalities in London. I attended those 
meetings—of course, just as an American observer. In 
those days the quinine people were wise. Quinine is 
made of cinchona bark. Cinchona bark is raised on 
plantations in Java. The bark is shipped to Amster- 
dam and there it is sold. In order to fix the price for 
the world, the quinine people had to start with the 
people who raised cinchona trees in Java. They had 
to have agreements that each planter would only raise 
so much bark. They agreed to buy only so much bark, 
and that much at a good price. Then when the bark 
arrived in Amsterdam it was distributed to the man- 
ufacturers of the various nations, each manufacturer 
receiving so many tons. That was all you got, and 
when you had made your quinine out of the bark, as 


you could not get any more bark that year what was 
the use of cutting the price. If you sold out your share, 
then you had to buy from the foreign manufacturers 
and pay them the manufacturer’s price. This quinine 
plan worked very well for a number of years. Then 
human nature began to get in its work. Some of the 
planters raised more than their share of bark and 
shipped it to “bootleggers” on the outside. This bootleg 
bark disturbed the market. There were differences be- 
tween the manufacturers in regard to their allotments. 
So the quinine gentlemen’s agreement, like all such 
agreements, finally fell to pieces, and quinine today in 
the world’s markets can be bought at just about the 
cost of production. The old profitable days in the 
quinine business are gone. 


Then recently we saw what happened with cigarettes. 
For quite a while all cigarettes were sold at about the 
same price. It seemed to be a satisfactory price to 
those who were concerned. Then suddenly a price war 
started. It was quite a considerable war, and the con- 
sumers of “coffin nails” could increase their allowance 
to themselves per diem without any increase in ex- 
pense. But after a lot of “cutthroat” competition be- 
tween manufacturers, jobbers and retailers, something 
happened and cigarettes went back to their old prices. 


There were some amusing complications in this cig- 
arette war. It seems to me on the island of Porto Rico 
there was a concern that made cigarettes. When the 
price war started they were about to be put out of 
business. United States cigarettes at a low price were 
shipped to Porto Rico. There was a terrible time all 
about cigarettes. The industry in Porto Rico was 
threatened with extinction. You can bring about a 
monopoly more quickly by a price war than you can 
by price maintenance. Price maintenance is rather a 
slow affair. A cut price war is drastic and brings 
matters to a head quickly. If I remember correctly, 
the United States Government took a hand, stopped the 
price war and saved the Porto Rican industry. They 
need industries in Porto Rico. Since the good old boom 
days of sugar, the sugar islands have been having a 
hard time. 


Speaking of sugar reminds me of another case. By 
gentlemen’s agreements sugar brought a good price. 
There were sugar millionaires all over the place. Then, 
of course, everybody rushed into the sugar business. 
Sugar plantations were bought and sugar cane culti- 
vated. Great mills were erected. The manufacture of 
sugar was systematized, and the next thing we knew 
there was over-production, down went the price of 
sugar, sugar mills were idle, employees were out of 
work, the communist worked his propaganda with the 
discontented native with an empty stomach, and the 
government of the sugar islands was in danger. News- 
papers were suspended, censorships established, the 
army increased—rifles and ammunition ordered, and 
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all this simply because a “smart Aleck” thinks he can 
put something over. All this caused by the natural in- 
born greed of human nature. 


We might refer to coffee and what happened in 
Brazil. The price of coffee in this case was held up by 
the government. The production of coffee increased. 
Government warehouses were packed to the roofs with 
coffee. The merchants all over the world knew of this 
great coffee supply overhanging the market. They nat- 
urally did not stock up. They only bought enough coffee 
to last them from day to day. So there no longer was 
a good market for coffee, the planters had a hard time, 
employees were thrown out of work, and we have a 
revolution in Brazil and a change of government. 


We might refer to the diamond situation. The great 
diamond mines are in South Africa. These mines are 
controlled by the English, but they have not only fixed 
prices, but so far they have succeeded in controlling 
diamond production, so diamonds are not selling at the 
price of colored glass. However, if ever the English 
company let go of their control of production, then 
every chorus girl could have a diamond tiara and a 
diamond necklace, but of course if diamonds were cheap 
they would not want them. 


Now, all these meanderings lead up to a former 
article I wrote in regard to production. In discussing 
this subject, a friend of mine told me about a friend of 
his who had made a great fortune in a certain line of 
goods before over-production started. I wrote in that 
article just what this friend told me. Personally, I 
didn’t know anything about it. I never thought that 
article would cause a bit. of trouble. It was dictated 
just offhanded, like all my articles are. But now comes 
a letter from the gentleman in this industry who tells 
me I was “all wet” when I wrote that article about 
him. He writes that he did sell his yacht, but he bought 
a larger one, and then he adds if I wish to buy a 
yacht he will sell me his at a special price because 
yachts after all are very expensive toys. He also admits 
he did sell his country place, but he states he sold it 
because another multimillionaire was willing to pay 
him a satisfactory price. He didn’t sell it because he 
had to sell it. Then he also writes that instead of living 
in a little apartment here in New York, he and his 
wife occupy an apartment of fourteen rooms, and if 
I think this is an economical apartment and can be 
run without much outlay, I certainly don’t know what 
I am talking about. I never dreamed for a moment 
that that gentleman would ever see my article. He is 
not in the hardware business. He does not read hard- 
ware papers. But somebody in his home town, when he 
read that article in the HARDWARE AGE, just cut it out 
and mailed it to him. So he wrote me a letter that was 
very amusing and very friendly, but it made me feel 
like a plugged die, so I am writing this to extend my 
apologies. I can assure all of you and the gentleman 
who sent him the article anonymously, that notwith- 
standing the drop in the market, notwithstanding the 
decline in the raw materials in which he deals, this par- 
ticular gentleman is still rated and deserves the rating 
of AAA-1 in Dun and Bradstreet. 


There is human nature again. Just why do you think 


a person would cut an article like that and mail it to 
another person, when the natural conclusion would be 
that reading this article would make this other person 
unhappy? Why have some people such a peculiar twist 
in their makeup? Why does bad news travel so quickly? 
Why do we go to the theater to see the weaknesses of 
other people exploited? Recently a lady friend of mine 
here in New York was told that there was a character 
in a certain play who was exactly like her. She went to 
see the play. After she had seen it she was the maddest 
woman in town. A beautiful friendship of some thirty 
years has come to an end. 


Recently I attended the annual meeting of the Balti- 
more Retail Hardware Association. I thought Baltimore 
retail hardware men were like other retail hardware 
men I have met. I wrote in my letter to the chairman 
of the banquet: “I don’t suppose it is necessary for me 
to bring my dress suit?” I promptly received a wire to 
be sure to bring my dress suit, or, anyway, a dinner coat. 
This banquet was held in the Southern Hotel. The 
ladies and gentlemen present were almost all in evening 
dress. The tables were covered with flowers. There 
was excellent music. The banquet room was a beau- 
tiful picture. The Baltimore retail hardware men are 
different from the hardware men I have met in some 
other parts of the country. There was one gentleman 
present who with a violin bow played beautiful music 
on a handsaw. It was actually lovely. I intended to 
say when I rose to speak that his job was to draw 
harmony from a handsaw, and my job was to find ro- 
mance in the everyday routine of the hardware busi- 
ness. However, I failed in my job, just because I for- 
got to say it. How many wonderfully bright things we 
can think of the day after, that we might have said 
the night before! 


My talk was on the subject of “Following Through.” 
I had a good talk prepared, but I simply could not de- 
liver it properly because it had been announced that 
immediately following the address of the evening there 
would be dancing, and,as I stood and looked over the 
room I could read the minds of all those present, and 
they all wanted to dance. The minds, especially of the 
younger people present, were not on “following through” 
—they were thinking of that good orchestra and that 
good floor. Human nature again. Can you blame them? 


On Jan. 29 I will speak at the annual Metropolitan 
Hardware Association banquet at the Hotel Commo- 
dore. This is an enormous affair. Anybody who at- 
tempts to address this crowd needs his nerve. They 
have probably forgotten the fact, but several years ago 
I addressed this association. In the center of the ban- 
quet room, facing the speakers’ table, was a platform 
arranged for a prize fight. There was the canvas-cov- 
ered ring, and the regulation ropes. When I took my 
seat at the speakers’ table I was surprised to see this 
arrangement. I had never seen anything like this be- 
fore at a banquet. However, in introducing me the 
chairman remarked that as soon as the speaker of 
the evening finished, lady prize fighters would continue 
the amusement of the evening. No sooner had I said 

(Continued on page 126) 
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VEACH C. 
REDD, Cynthiana, Ky. 


F all the lines of merchandise distributed 

to the consumer at retail, in my opinion, 

the retail hardware dealer is most neces- 

sary. Hardware unlike other lines, because 

of its special uses and manufacture, does not lend it- 

self to mass distribution, as is true of some of the 

other lines, and requires more expert knowledge and 

salesmanship to sell and market, than some other 

lines which are going to the consumer today through 
the so-called system of mass distribution. 

In spite of the fact that propaganda has been cir- 

culated in the last few years to the effect that the re- 


tail hardware dealer is doomed, figures on his bus- 
iness show that he occupies a very enviable position 
in our system of the distribution of hardware and its 
allied lines. I have found that the hardware dealers 
of the country on a general average have $3 in assets 
for every dollar of liabilities, a position that might 
well be envied by a great many other lines of bus- 
iness. In order that he may maintain his position and 
do a good job in his field, there are certain fundamen- 
tals that he must observe and practice, in order that 
the machinery of distribution may not be clogged or 
slowed down. 

It is these fundamentals that I want to use as the 
basis of my discussion of My Job As A Retailer of 
merchandise. You will notice that I said my job. I 
am putting it this way because you may not agree 
with some of the things I shall have to say on the 
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HE KNOWS ..s DOES HIS JOB ... RETAILER 


Veach Redd, in his address before the Kentucky 
Convention last week, entitled his talk “MY JOB 
asa RETAILER.” That talk was the sane and in- 
spiting view of a vigorous retail hardware man—a 
talk that will encourage all who read it to undertake 
the work of 1931 with a new-found purpose. 


Redd’s facts render this talk a veritable mine of 
helpful information for the retail hardware mer- 








| a Retailer? — 


subject, and it seems to me to be presumptuous to try 
to tell dealers who have done a better job than I have 
done, how to run their stores. Needless to say, I am 
having the customary “inferiority complex.” So I 
shall discuss these fundamentals as part of the job as 
I see it, and as applying to my own store. 

For the first, and it seems to me the most important 
fundamental of successful merchandising, I think I 
should look at the physical set-up, the store where I 
am to do business. Most of you have heard me talk 
so much about modernizing the store, and its arrange- 
ment, that I imagine some of you have come to look 
upon me as a fanatic on the subject. Be that as it 
may, I wish I had sufficient command of the English 
language to get across to you in this convention, the 
importance of the store and its arrangement, the part 
it plays in your success in business, and what it means 


to you in increased sales with the same expense, re- 
gardless of where you are located, or the nature of 
your competition. Some of you are still doing bus- 
iness in the same kind of stores you did business in 
ten, fifteen, or even twenty years ago. I want to tell 
you, gentlemen, that you cannot keep on doing it. The 
customers you did business with twenty years ago 
are fast fading out of the picture, and in all probabil- 
ity they bought merchandise from you from a sense 
of loyalty or personal friendship. In their places to- 
day are customers who have changed their methods 
of living, and who have minds and heads of their 
own. I believe 1931 will demonstrate this fact more 
clearly than ever. In my opinion, it will be a year 
of the fiercest competition this country has ever seen, 
and only those stores who are operating on a sound, 
(Continued on page 130) 
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Facts You Should Have 


WHEN You Pran NEW Sor: 


By KENNETH A. HEALE 


N the subject of store lighting, H. H. Balkam, 
manager, Lighting Bureau, Brooklyn Edison 
Co., Brooklyn, N. Y., says, “We see by con- 
trast only. For example two stores side by side 
may appear exactly alike during the day with their dis- 
plays equally attractive, but at night the difference in 
attracting power of one window over the other is 
astounding. The one with the attraction power has 
proper illumination, proving we see by contrast only.” 


Good store lighting is not expensive as it is chiefly a 
matter of proper spacing of equipment and lamps of 
correct wattage, together with the proper type of globe 
and glass. 


“A foot candle in light may be compared to a degree 
in temperature. Sixty-eight degrees in temperature is 
said to be the proper heat, but foot candle varies, be- 
cause of the level of illumination.” The level of light 
is the intensity of light reached in illumination by the 
average store in a locality. The maximum level has not 
yet been reached. In a section with stores having a 
high level in illumination it is necessary to have an 


Charts courtesy Brooklyn Edison Co. 
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equal or greater intensity to attract attention by light. 
In any case the higher the light intensity in your store 
the more attention will you attract. 

In all lighting installations in commercial establish- 
ments a globe 14 inches in width should be used with a 
200 watt lamp, while a 16 inch globe should be used 
with a 300 watt lamp. An 18 inch globe should be 
used with a 500 watt. To determine foot candle in- 
tensity a lighting expert should be consulted. He has 
the use of a foot candle- meter which measures in- 
tensity easily and quickly. 


The percentage of passersby who stop to look at well 
lighted show windows is shown in a diagram printed 
here. That percentage increases with an increase in 
light intensity. Ten per cent of the passersby stop 
when 15 f.c. is used. Thirty f.c. will attract 12 per 
cent of those passing your windows, while a 50 f.c. light 
intensity attracts 15 per cent. If you use 65 f.c. light, 
17 per cent of those passing will be stopped, whereas 
19 per cent will stop to look at a window where 85 f.c. 
light prevails. One hundred f.c. lighting will attract 
21 per cent, but 19 per cent will be stopped if color 
lighting of the same intensity is properly used. 


‘Concealed lighting in the show window is important. 
To obtain the right kind of reflectors and to have the 
correct use of concealed lighting equipment it is best 
to consult the lighting bureau of the local light and 
power company. Most of these companies are willing 
and able to offer the services of experts, with the proper 
knowledge and testing equipment to properly serve you 
in determining the correct lighting arrangements for 
your store. 


Elimination of the reflections caused by dense 
shadows, resulting from ovérhead lighting, clouds, 
opposite buildings and passing objects, may be attained 
by proper use of foot lighting. Awnings of a suitable 
type help to solve the problem but they generally detract 
from the window’s appearance. As yet there has been 
no satisfactory method developed to overcome these 
reflections, to any great degree, at a reasonable cost. 


One method of eliminating the above mentioned re- 
flections is to light the window to an intensity equal to 
the daylight prevailing on the street. This is too costly 
a process and the intense heat caused would in all prob- 
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E LIGHTING 


Good store illumi- 
nation is more a 
matter of proper 
equipment than 
one of great ex- 
pense 


ability damage the merchandise in the window. Motion 
or change of color in the show window will attract 
attention but a changing lighting system is too costly 
for the average hardware store. And where it is used 
it might tend to draw most of the attention from the 
merchandise displayed. It is, however, possible to have 
changeable colored screens for use with the lighting 
equipment in the window and to vary the color used 
according to the season of the year. The type of mer- 
chandise displayed would also determine the type of 
colored light to use. 


Light absorption and reflection is very important in 
the show window as well as in the interior. Where 
dark brown finish is used, 85 per cent of the light is 
absorbed, while 15 per cent is reflected. Olive green re- 
flects but 20 per cent of the light and absorbs 80 per 
cent. Medium gray reflects only 35 per cent of the 
light, 65 per cent being absorbed. Buff absorbs only 35 
per cent of the light and reflects 65 per cent. Ivory 
will reflect 70 per cent of the light, absorbing only 30 
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An example of good window lighting. 


per cent. White finish will reflect 80 per cent of the 
light, allowing an absorption of 20 per cent. Light 
intensity is therefore not merely a matter of proper 
lighting but also of effective painting. Flat surface 
paint is preferable as it reduces the glare. 


For the average hardware store of today direct light- 
ing is the most satisfactory. Direct lighting produces 
greater activity on the part of the clerk; being more 
brilliant it gives the store a more cheerful aspect, put- 
ting the customer in a better frame of mind. 


In the average hardware store it has been found that 
the ceiling lights are suspended too far from the ceil- 
ing for the proper lighting effect and capacity. For 
a ceiling height of 12 feet, 200 watt lamps about 10 
feet apart are the most advantageous type. Where 
ceilings are of a height up to 15 feet, 300 watt lamps 
should be used about 12 feet apart. 


For the entire floor it is necessary to have the same 
type of unit, excepting where there are departments 
requiring special types of lighting. That is a question 
which should be decided by an acknowledged expert. 
Lights on one floor should be hung at a uniform height. 
The eyes of your customers and ‘employees should not 
be exposed to the unshielded lamp filament, as its brill- 
iancy is great, making it necessary to use some form of 
diffusing device or reflector. With the proper type of 
reflector the light is reduced in brilliancy at the source 
and is redirected to advantage. 


Opalescent enclosing globes conceal the light source 
from view, thereby diffusing the light so that the entire 
surface of the ball is equally bright. Spherical globes 
do not materially change light distribution, from that 
of the lamp itself, as light is sent almost equally in all 
directions. Light which strikes a light colored ceiling 
is largely reflected downward, and the light reflected to 

(Continued on page 124) 
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Mitchell 


who gets 


Cooperation 
instead of 

Competition 
from the 


Utilities 





Registration forms 
used at Cooking 
School and by wo- 
man making survey. 
Also a look at Ash- 
tabula’s business 
street with Mitchell’s 
at the right 


Aw Experienced Woman working six days a week, 
makes a house-to-house survey which will ultimately in- 
clude every family in Ashtabula, Ohio. She finds out 
for Mitchell Hardware Co. what major appliances folks 
have, need and want. She looks for new and replace- 
ment prospects. Six outside salesmen take these very 
definite leads and never have to make a cold canvass. 
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AJOR A\ppLIANCES YEARLY 





By CHARLES J. HEALE 


N Ashtabula, Ohio, the local light and power com- 

pany is out of the electrical appliance sales field. 

The definite and complete merchandising program 

of the Mitchell Hardware Co. selling 1000 major 

appliances a year has brought appreciation and co- 

operation instead of competition from the Utility. 
The Mitchell plan includes a constant town-wide survey 
for prospects and a ready and active follow up by spe- 
cially trained salesmen who can use as well as explain 
all of the major appliances which lend themselves to 
demonstration. In this town of 23,000 population 
Mitchell’s annual appliance sales volume is greater than 
$40,000 with a margin of 40 per cent. “With what and 
how?” asks president Don W. Mitchell, “can a hard- 
ware dealer do the same, the investment in time, stock 
and display space being equal. Hardware men generally 
criticize me for the special attention I give major elec- 
trical appliances and usually end by telling how the local 
light companies spoil the business for them. Our local 
utility is pleased to stay out of the selling picture as 
long as we keep up our present activity and believe me 
we will.” 


“Six days a week,” continues Mr. Mitchell. “A 
woman experienced in such work, goes from house to 


house studying the existing equipment and chances for 
selling additional appliances, in each home she visits. 
In her calls, she identifies herself as representing this 
firm and says she is making a survey of the labor-saving 
devices in use by the housekeepers of Ashtabula. She 
talks housekeeping problems on a woman to woman 
basis, learns what appliances the lady of the house has, 
and asks to see the equipment with a view of determin- 
ing whether or not any replacements are due. On each 
home a complete report is made giving family name, 
address, appliances possessed, and indicates which if 
any are due for replacement. If in her conversation 
our canvasser is able to arouse interest in new appli- 
ances a special prospect slip is made out giving the 
necessary data plus the canvasser’s reason for believing 
the prospect can be sold. 


“The work of the woman making the survey is of 
course practically endless and the information she 
brings home most valuable. The prospects slips are 
turned in every night. The next day one of our six 
outside salesmen visits the home and works on the pros- 
pect with regular calls until the sale is completed. If 
a prospect for radio, washer, vacuum sweeper or power 
ironer, a home demonstration is arranged as that 
method brings in the largest percentage of sales. If 
for an electric range or refrigerator our man arranges 
for the family to visit the store, which isn’t as hard 
as it might sound. 


“Each member of our store staff is also expected to 
report on prospects for appliances, making out the same 
kind of a prospect slip. All slips are signed and those 
that bring in actual sales are worth 2 per cent to the 
person providing the name. Should a member of the 
store staff complete a sale either at the store or on his 
own time « higher commission is paid. If a prospect is 
interested in more than one piece of equipment addi- 
tional slips are registered, so that there is one for 
each item. 


“The slips are filed according to product as our six 
cutside men specialize. Two are on vacuum sweepers, 
capable also of servicing them, two are on washers and 
ironers, one on electric ranges and refrigeration and one 
on radios. The last works on the ice boxes also and con- 
centrates on them during the summer months. 


“The beauty of this plan is that every call made by 
our salesman is to a home where he knows there is a 
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live prospect, and where the pros- oS 
pect has previously had some contact vA 
with a Mitchell representative. This Qo 
naturally gives us an unusually high OX 
percentage of sales on calls made, and 
saves the time of our men. In radio, 60 
per cent of all home demonstrations result 
in sales. Of that number half require a trade- 
in deal and about 70 per cent are on time pay- 
ments. We are reasonably cautious on both 
trade-ins and time payments and so we suffer 
very little. 

“Each of our outside men is store trained, and is 
required to attend our monthly sales meeting at which 
time we have factory experts teach us continuously 
about their lines. Our men can cook, wash and iron 
almost as experts. Their skill in handling the devices 
is a definite help in convincing prospects that electric 
equipment is not only labor saving but also easy to 
operate. We also hold an occasional two-day school for 
intensive training. 

“Practically all of our major appliance 
sales are closed outside but we always have 
on display four electric refrigerators, ten 
electric ranges, six washers, three ironers 
and a vacuum cleaner demonstration table. 
The last is in the front of the store but the 
other items are in the basement with one 
or two on the main floor to attract attention. 

“Our personal sales work is augmented 
by mail and newspaper campaigns. Our 
mailing list is watched and never gets top- 
heavy. Our best mail prospects are those 
who are already using a major appliance 
bought from us. As soon as a customer 
makes his final payment on a washer we 
campaign to sell him an ironer. When a 
stove is paid for we try to sell a refrig- 
erator or vice versa. 

“One of the natural obstacles in selling 
maior appliances is the ungrounded fear 
that the electric light bill for power will be 





excessively high. Instead of offering a 
standard flat rate charge per hour, which 
no prospect can understand, we refer the 
prospect to the nearest neighbor cwning the 
particular device we are trying to sell. 
Usually the actual power cost is exactly half 
of what the prospect expects. Getting the 
experience of a neighbor is far more effec- 
tive than any specific rate we might quote. 
After every sale we make it a point to visit 
the customer to learn if the equipment is 
operating efficiently and inquire about the 
additional cost.- A record is kept so that 
we can use this data on the next prospect 
in the vicinity. We know that if we tell 
Mrs. Jones that Mrs. Smith’s bill is only 
$4.00 a month with certain equipment, Mrs. 
Jones will immediately phone Mrs. Smith 
to verify the report. We never exaggerate 
and never misrepresent, thus we avoid cost- 
ly ‘post mortems.’ We install all equipment and see 
that it operates. In the case of refrigerators and ranges 
we run No. 6 cable from the device to the meter and 
the electric light company does the rest. On the radio, 
sweeper, washer and ironer the ordinary light socket 
will do. . 

“Twice a year we hold three-day cooking schools 


b in the high school auditorium. We make them 


A cooperative affairs by inviting a butcher and a 
A grocer to furnish meats and groceries. They 
v2) are always glad to do this for the advertising 
A they get. The local utility advertises our 
AN cooking school and furnishes two expert 
S lecturers. The auditorium seats 1000 
2 
but last year we had to turn away 200. 
Every one in attendance is regis- 
>} tered on a green card which pro- 
vides opportunity for the prospect 
to indicate interest in any appli- 
ance. Last year we obtained 400 
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Mitchell always displays 4 electric refrigerators, 10 electric ranges, 6 electric washers, 3 
electric ironers and has vacuum cleaner demonstration tables on the main floor as well as in 
the basement department devoted to major appliances. 


prospects out of which 100 sales were made within sixty 
days. 


“Our schools are entertaining as well as instructive. 
We don’t high pressure or hammer our lines but prefer 
to sell the idea of using electricity to cook and show 
how easy and convenient it is. We hire the best avail- 
able cooking demonstrator and teacher and have had the 
same woman for several years. She is Mrs. Bertha M. 
Harris and is becoming well known in our town because 
of this activity. She and I indulge in a little kidding on 
the auditorium stage before and during the demonstra- 
tion. Between us we introduce all of our sales force 
and in each introduction make some little quip about 
the man’s good looks, or habits. This humanizes the 
introduction and is often the vehicle for a subsequent 
prospect to do a little kidding when our man calls. 


“Whether they indicate an interest in buying some- 
thing or not every man, woman and child who attends 
our cooking school receives, shortly after, a friendly 
letter from the store thanking them and inviting them 
to bring their cooking problems to us. We also invite 
them to attend the next school and indicate the approxi- 
mate date it will be held. 


. ‘While the schools are primarily in the interest of 
promoting electric range sales we also get a chance to 
emphasize the importance of complete and efficient 
kitchen equipment and talk about the need of clean 
bowls, sharp cutlery, etc. The school idea is promoted 
for a couple of weeks in advance by circular letters, 
newspaper ads, signs in the store and advertising slides 
in the local movies. 


“This year we also held an ‘invitation affair’ school in 
our basement. This was a two-day proposition to which 
we invited every purchaser of an electric range and 
asked each to bring a friend who might be interested. 
Naturally the friend would be a live prospect. Some of 
them were sold at the store but none were high pres- 


sured. Each was registered and if on her card she 
showed interest in buying a stove, one of our men got 
busy at once. When those in that classification were 
all visited the others who attended as friends were 
seen and some of them became customers. 


“The advantages of the store school are many. Obvi- 
cusly every visitor had to see the rest of the store in 
order to get into the basement and during the school 
store cash sales increased considerably in practically 
all departments.” 


It is interesting to know that the Mitchell Hardware 
Co. handles three radio lines, 1 range line, 1 line of 
sweepers and refrigerators and 2 lines of ironers. Last 
year the sale of 1000 major appliances included 250 
ranges, 250 washers, 250 radios and 250 sweepers and 
refrigerators. Each of these items with the excep- 
tion of the vacuum cleaner sells above the $75 mark, 
giving the store 1000 sales of high units to offset the 
many small purchases such as are made in every hard- 
ware store. ; . 


fo 








The radio room at Mitchell Hardware Co. measures 9 x 24 

feet. It is sound proof and makes a fine demonstration room 

away from outside annoyances and doesn’t interfere with other 
selling activities in the store. 
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Nations RETAIL Business 


HE technical name for this 

new government project is 

the Census of Distribution. 

In less fancy language it 
means the Census Bureau has 
counted all retail and wholesale 
business establishments, found out 
how much and what kind of a busi- 
ness they do and similar pertinent 
facts. 

Questions were based on opera- 
tions during the year of 1929, but 
cribbing some phraseology from 
the Department of Commerce, “the 
exact period covered is not of prime 
significance since the information 
is of a basic nature, no such census 
ever having been taken before in 
this or any other country.” 

Just a short time ago the Depart- 
ment released reports on four cities 
—E] Paso, Texas, Pueblo, Colo., 
Trenton, N. J., and my home city, 
Syracuse. Explaining this advance 
release it was said, “The reports 
were completed ahead of schedule to 
test the machinery of compilation, 
and cover these four representative 
cities of distinctive types in differ- 
ent sections of the country.” 

The contents of this report made 
first page copy for the newspapers. 

Business analysts had a merry 
time with the figures. Statisticians 
sharpened their pencils and went to 
work. 

While not an expert of either 
type, these details revealed by the 
Census Bureau about an important 
part of the business transactions in 
four more or less typical American 
cities, interested me greatly. 

Perhaps one reason was that back 


in 1927 I had a small part in the in- 
ception of this census. Then, too, 
it is part of my job with the Syra- 
cuse Chamber of Commerce to 
know what is going on in this city, 
and here was the government giv- 
ing me facts about retail busines; 
to take the place of rough guesses 
that I have previously been forced 
to use. 

I took the little 14 page report 
home one night and read it. Be- 
fore I had been at it long, I found 
myself involved in that old Ameri- 
can game of covering the back oi 
an envelope with penciled figures. 

As I dug deeper, I became con- 
vinced that these Census of Dis- 
tribution reports as issued were go- 
ing to be a live serial story that 
could be profitably read by the man 
who actually runs a retail store. 

The editor of HARDWARE AGE 
agreed and asked me to “review” 
this first report for this magazine 
—not overlooking the points of spe- 
cial interest to hardware” dealers. 
As I recall, his fina] instructions 
ran something like this: “Go to i: 
and tell them how to use the Census 
in their business.” 

That latter is a rather large or- 
der for me. I confess my experi- 
ence with retailing has been gained 
exclusively on the customer’s side 
of the counter. 

As I have previously made clear, 
this census embraced both the re- 
tail and wholesale field. I will omit 
any further reference to wholesal- 
ing, because the other half of the 
book is of more interest to readers 
of this magazine and there is not 


us of Distribution by a man who knows how to interpret it 


space for a discussion of both. It 
may also be well to point out ‘in 
passing that many months. will 
elapse before the complete reports 
from the Census will be ready for 
publication. 

When the sales sheets’ were 
footed up for 1929, Syracuse’s 3,017 
retail stores accounted for an ag- 
gregate business of $131,109 298. 

That does not mean Syracusans 
spent this amount, if to be a Syra- 
cusan one must live inside the cor- 
porate boundaries. The _ prelimi- 
nary 1930 announcement’ estab- 
lished the population of this city 
at 207,007. (It was later revised 
to 209,326.) 

3ut within a ten mile radius— 
that is in the metropolitan district 

there are an additional 47,876 
people, the majority of whom do all 
but their neighborhood shopping in 
Syracuse and help account for this 
sales volume.* Probably half of a 
metropolitan district’s retail dollar 
goes to the central city’s retailers. 

Then, every large city has a trad- 
ing area from which it attracts 
shoppers. For Syracuse this ex- 
tends around 35 miles in every di- 
rection and has a population of 
more than a quarter of a million or 
just about equal to that of the city 
plus its metropolitan district. 

Considering the larger three of 
the four cities included in this re- 
port, Syracuse leads in per capita 
sales with $633.00. I write this in 
no spirit of boastfulness about my 
home-town and in fact expect that 
as the totals of other communities 

(Continued on page 127) 
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An 


ctual ° en in 


Chapter Seven of a Series on 
Planning a Hardware Store for Profit 


O many magazine articles deal with the theo- 
retical side of store planning that we decided to 
get a few actual problems fro hardware mer- 
chants among our readers. First we show the 

store as it is now and then as we think it should be 
and why. 


Hardware store buildings are of many shapes and it 
seems that every store is a problem in itself and surely 
there are enough problems in the store shown here which 
is of larger dimensions than the average hardware store. 


The plan suggested here is however made without a 
knowledge of the amount of business being done in each 
department and without an opportunity to study con- 
ditions right in the store. It is a plan made at long 
range and it may be that with definite sales figures 
at hand and a personal study in the store certain 


Faint + Weary 


changes would result. However it is close enough for 
all practical purposes and does show the efficient use 
of floor space. 


To begin with the plan of any store should be made 
with three major thoughts in mind: 


1—Attract people into the store. 

2—Allow the maximum customer travel with a mini- 
mum travel for sales people. 

3—Departmental and individual display arrangements 
that promote “companion sales.” 


The combination of these three fundamentals in the 
floor plan will make it easy for customers to buy and 


_make them want to come often. 


Fig. 19 shows the store as it is today and while it 
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This rough sketch shows the store as it is now and the owner has asked us to suggest changes. Our rec dations are shown 


in the plan opposite. 
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STORE PLANNING. «wm: 2oce 


presents an appearance of orderliness it hardly utilizes 
the available space to the utmost. 


It is an arrangement that likely leads most people to 
the right side of the store when they enter and they 
wait at the show cases or counters along that side until 
the sales person waits on them and then they likely go 
out of the store by the same route. 


The removal of these show cases and counters from 
‘in front of the shelving here would enable people to walk 
right up to the wall displays and while they are wait- 
ing for the sales person they can be locating the mer- 
chandise in which they are interested or they can be 
making their selection, thus saving their time as well 
as the time of the sales person and giving more time to 
look at the other displays which may lead to additional 
sales. 

As shown in Fig. 20 the new plan provides for the 
removal of these floor cases and in that way allows the 
use of four customer aisles in place of three as at 
present. 


While ample open display counter space is provided 


in the new plan there is also a center arrangement of 
floor display cases which should not be over 40 in. high 
for the display of high grade profitable items that must 
be protected from general handling by the public. Such 
a display also gives the store an individual appearance 
and makes it stand out from the general type of ten 
cent store atmosphere. 


Such lines as kodaks, typewriters, drawing instru- 
ments, slide rules, surveying instruments as well as 
cutlery items can very advantageously be displayed in 
this center arrangement of cases. 


It is important that a competent and agreeable sales 
person be ready in this department at all times to ex- 
plain intelligently and answer any questions regarding 
the merchandise. This department also offers a great 
many opportunities to “trade up” the sale if the sales 
person handles it correctly. 


Midway in the store as shown in the new plan is a 
good wide cross aisle which will enable customers to 
easily get from one side of the store to the other and 

(Continued on page 140) 
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We feel that this arrangement would bring more people in contact with more merchandise, increasing sales and at the same 
time make it easier for each sales person to sell more with less effort. 
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34,000 Extra Sales ones jon mee 


the “loss leader” counters who 
sometimes have to wait longer 
than others for service. This com- 
plaint is not considered damaging 
from a business standpoint, al- 
though no definite efforts are 
made to keep customers in the 
store by a lack of service at the 
bargain counters. 


Industrial Discounts Given 

The policy of maintaining a 
single price for all customers has 
been carried to the point of giv- 
ing industrial discounts on prac- 
tically all goods sold. As many 
of the potential customers in 
Wilkinsburg and neighboring lo- 
calities are employed by the large 
industries close by, industrial dis- 
counts are frequently asked. Ona 
$5 can of varnish, for instance, 
employees of many companies are 
entitled to a 25 per cent discount, 
but in the Walmer establishment 
this varnish is sold at full dis- 
count to all customers. At first 
there was some objection on the 
part of tradesmen, but this has 
disappeared with the continuation 
of the policy, and paint and var- 


Hardware Firm Gives Quail Feed 


nish business has been increased 
about 15 per cent. On many other 
products the large industries in 
the locality have been buying for 
their employees, but considerable 
business has been retained by the 
Walmer establishment by meeting 
preferred prices whenever neces- 
sary. 

All price discounts on staple 
hardware goods are recognized im- 
mediately, and the Walmer com- 
pany does not wait until its cur- 
rent stock is exhausted before 
giving customers the benefit of 
lower selling figures. Prices on 
the general line of merchandise 
are never cut but merely lowered 
to meet competition of chain 
stores or catalogs. A high stock 
turnover is made possible by the 
company’s business methods, 
amounting to approximately four 
times per year on the majority of 
the stock. No efforts are being 
made to increase the size of the 
stock, but rather, larger volume 
on the same amount of merchan- 
dise is the constant goal. Ordi- 
narily, stocks of individual items 


are increased only when prices are 
advanced in order to take imme- 
diate advantage of increases as 
well as declines in the wholesale 
markets. 


Trading Territory Extended 

While the Walmer company for- 
merly drew its customers prin- 
cipally from Wilkinsburg and the 
smaller suburbs located farther 
away from the Pittsburgh shop- 
ping district, its recent business 
policies have not only extended the 
trading area farther out but have 
also drawn business from the 
East End section of Pittsburgh. 
The establishment has built up.a 
wide reputation in its locality as 
a thoroughly modern place of 
business, and customers have been 
quick to commend the efforts of a 
local firm in attempting to meet 
chain. store competition. During 
the last two years more than 400 
visitors have been shown through 
the establishment, many of whom 
have made special trips to Wil- 
kinsburg in order to get first-hand 
information on the company’s 
policies. 


Free With Shotgun Shells . 


N example, which other hard- 
A ware stores throughout the 


country might well follow, 


has been set by the progressive 


Gooch-Odenton Hardware Co. of 
Jackson, Tenn. The idea involves 
giving away “game insurance poli- 
cies,” in the form of quail feed, 
with every box of shotgun shells 
sold. This practice insures sports- 
men of an abundant supply of 
game on their hunting lands next 
year. 

The “insurance policy,” in this 
instance, is simply a pound of se- 
lected quail feed, to be set out by 
hunters who are most interested 
in preserving a game supply, in or- 
der to help quail and other game 
birds to live through the winter 
months, when sufficient food is 


often hard for them to secure. 

The plan is naturally a sensible 
business move on the part of the 
Gooch-Odenton Co., since it as- 
sures that sales of shells next year 
will not drop off, due to the lack 
of game. At the same time, how- 
ever, it is an effective means for 
building up good will among 
sportsmen. 

Through the assistance of the 
State Game Warden, Howard Bun- 
tin, the plan was worked out to in- 
crease the supply of quail, by fur- 
nishing feed and protection for 
“seed stock” through the winter 
months. According to the Amer- 
ican Game Protective Association, 
the principles embraced in the 
idea are worthy of emulation by 
hardware stores in all sections 


where game birds abound. 

Officials of the association point 
out that the prolonged drouth, 
during the past summer, has seri- 
ously depleted the food supply for 
quail and other game birds, and 
that a hard winter will mean a 
scarcity of all kinds of game un- 
less steps are taken to make ample 
food available. 

The Gooch-Odenton Company 
has informed the game association 
that hundreds and hundreds of 
pounds of quail feed have been 
given away under the plan, and 
Game Warden Buntin declares 
that the efforts of this one com- 
pany, with the enthusiastic co- 
operation of all sportsmen, has in- 
sured an abundant quail supply 
for the whole county next year. 
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What (CONCENTRATED 


BuyiNc Does for Us 


AST August while in earnest 
conversation with a few 
hardware merchants at a 
group meeting, a discus- 

sion began as to the merits of 
concentrated buying. One of the 
merchants who supported my state- 
ments relative to the value of 
limiting buying to a few large 
wholesale houses, said to me, “Mrs. 
Vowles if you are interested in 
some figures that prove to me the 
value of carrying your indebted- 
ness with few firms, I’ll give them 
to you.” 


As I was convinced for many 
reasons that it paid to concentrate 
buying, I called on the merchant 
whom for convenience we shall call 
Mr. X and found him delightfully 
frank about a past financial crisis. 
Briefly here are the facts of his 
case. He, one of a corporation of 
three, was in business in a small 
hardware store in North Dakota. 
Following the depression of 1920, 
the deflation of farm values and 
the extension of too much credit, 
the store had been losing ground 
until it entered the first of the 
year 1925 in a precarious posi- 
tion, in fact an insolvent position. 
Mr. X as secretary and treasurer 
had measured the gradual loss with 
misgivings and with good judg- 
ment had paid off all small ac- 
-counts until the creditors were two 
large wholesale houses and the local 
National Bank. Mr. X got in com- 
munication with the treasurers of 
these concerns and made clear to 
them the condition of the business. 
The case was reviewed and ex- 
-amined by Mr. X and the repre- 
- sentatives of the three houses with 
ithe result that a trust deed was 


By Mabel Odney Vowles 


given a trustee, who representing 
the creditors sold the business to 
Mr. X, taking in payment a series 
of notes due over a period of six 
years and bearing no interest. The 
trustee then indorsed the notes 
without recourse and gave their 
notes to each creditor. Mr. X 
took over the ownership of the 
store and the almost overwhelming 
problem of working himself out of 
his total indebtedness of $9,500 
with a stock of $6,387 and no 
capital. 


“But,” he said triumphantly, 
“each of those two wholesalers 
granted me a continuous credit of 
$1,000. Since that time I have 
paid off the notes and my business 
is now on the up and up and those 
two wholesale houses have the bulk 
of my business. Suppose I had 
been buying from a great many 
dealers and my creditors had been 
legion? You know the answer: 
receivership—each one getting a 
small percentage of his account 
while I would be outside.” 


While it may seem paradoxical, 
in advancing arguments for greater 
profits due to concentrated buying 
to speak of an adjustment made 
in a case of insolvency, yet this 
concrete example illustrates one 
phase of dealing with few credi- 
tors. And I am not so sure but 
that in the face of the present 
prices for agricultural products— 
the activities of the soviet bear 
and the Farm Board—some thought 
of readjustments is not frequently 
forced. 


We have felt for some time that 
for several reasons concentrated 
buying was advantageous and have 





This is not the story 


of a large store’s 
buying — it comes 
from the small store 
of D. E. Vowles, 
Tower City, N. D., 
with a population of 
389, and tells how a 
concentrated buying 
policy has aided in 
reducing accounting 
and overhead costs. 
and increasing the 
general merchandis- 
ing efficiency of the 
store. You'll enjoy 
the story. Read it. 
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made it a part of our merchandis- 
ing policy. For instance we have 
found it saves a great deal of 
time in bookkeeping. There are 
fewer invoices to handle; fewer 
dates of discount to keep track of; 
fewer statements to receive; fewer 
checks to send. 


We spend less time unpacking and 
marking goods which arrive regu- 
larly in larger shipments than un- 
packing many small shipments com- 
ing in hit or miss. And then the 
immense saving of time formerly 
spent in interviewing salesmen— 
these special salesmen selling per- 
haps one article—who are as per- 
sistent as Sir Thomas Lipton. And 
in a small store like ours where fre- 
quently in the dull seasons two 
people do all the work, a careful 
budgeting of the time must be done 
to keep all phases of the work up. 


Undoubtedly we have received 
greater consideration from our 
wholesale houses since we have 
adopted our present policy. Their 
regular salesmen who call on us 
weekly are very careful not to over- 
load us with stock for they know 
we must have a good turnover and 
we have a comeback to them if they 
should overload us. However, it 
has been our experience that the 
regular salesman grows to have 
your best interest at heart. He 
knows you; he wants you to do well. 
Once I had the experience of hav- 
ing one of the salesmen who calls 
on us weekly keep me from over- 
buying from a special salesman 
accompanying him who had been 
sent out by the jobber to move a 
certain line of merchandise. The 
specialty man had one of those 
mesmeric psychologically arranged 
salestalks which are guaranteed to 
“get their man.” And running 
true to form I was fast going into 
deep somnambulism induced by his 
hypnotic speech when the regular 
salesman rescued me and brought 


me back to reality. The regular 
salesman’s foresight in futuring 
for us subject to cancellation on a 
rising market when he is more 
alive to the situation than we are 
is proof enough of his considera- 
tion. This may not be altruism 
on his part but it has an altruistic 
effect. 


For a number of years it has 
been our habit to call at least once 
during the year on the wholesale 
houses with whom most of our 
buying is done. We feel greatly 
repaid in inspiration and education 
for these visits, but I feel very 
sure that if we were infrequent 
and irregular purchasers the time 
spent with us would be less. We 
have gone over their plants, 
through their factories, discussed 
business methods and conditions 
with them and returned to our 
small town with greater knowledge 
of their products which we are 
handling and consequently more 
sales talk. Once in the early years 
of my experience as_ assistant 
buyer I was quietly but pointedly 
made cognizant of the Composite 
Customer by a very courteous gen- 
tleman who was escorting us over 
the plant of a St. Paul wholesale 
hardware house. He paused at a 
display table and called our atten- 
tion to a new item which he felt 
would sell well in our district. 
“Oh,” I exclaimed, “I don’t like 
that.” “But you are not buying 
this for yourself, Mrs. Vowles,” 
was his calm reply. That remark 
stayed by me for a Jarge number 
of years and has made me take 
thought in buying as to whether 
or not our stock supplies the needs 
and desires of our patrons, a mat- 
ter of utmost importance. 


Another factor entering into the 
advantage of placing larger orders 
with fewer houses is the matter of 
lowering the cost of distribution. 
For it stands to reason that to get 


a small order costs a wholesale 
house more than to get a large one. 
Just how soon a united effort on 
the part of hardware merchants to 
concentrate their buying would re- 
sult in a lowering of* costs due to 
reduction in the expense of dis- 
tribution is quite a problem in 
mathematics, but logically we de- 
duct that result. There is no doubt 
that specialty salesmen cost a great 
deal and that cost is got from the 
retail merchant. 


Special prices and special dis- 
count terms have frequently been 
given us. Our wholesale houses 
have often granted us an extra long 
term of discount when it was ab- 
solutely necessary for us to have it. 

Since in our modern hardware 
stores it has become necessary to 
carry a great diversity of stock it 
is almost impossible to buy from 
just one house. Were it possible 
to concentrate to one house that 
would seem to be utmost economy 
in buying. However, some circum- 
stances make it inadvisable. For 
instance, for years we have car- 
ried—advertised—pushed a certain 
excellent paint. Our customers are 
sold on it and we continue to buy 
practically our entire paint stock 
from the house which carries that 
line, in spite of the fact that the 
wholesale hardware company from 
which we do most of our buying 
carries a line of paint which is 
very good. 


So the genial salesman who 
grabs our name off the awning or 
gets it from the first clerk whom 
he encounters, who slaps the pro- 
prietor on the back as he greets 
him by name, hands him a cigar, 
introduces himself as John Quam 
the Minnesota Irishman, and then 
proceeds to try and sell us at least 
a half gross of patent rat traps to 
retail at $2.89 each is just out of 
luck. 


ONCENTRATED BUYING has often been urged 
in these columns. Here is an inspiring story by an 


author (and buyer ), who has learned at first hand. 


































Editor’s Note: 


We submit the following table of values of manufactured hardware and affiliated 
lines, compiled by Oliver Brothers, Inc., New York and Pittsburgh, for their clients and 
reproduced by us because of the valuable data given and which we know will be wel- 
comed by our readers. 


This table of values applying to manufactured hardware will, we are sure, prove 
to be a valuable supplement to the table of values of iron, steel, wire and metal mate- 
rials published in our issue of Oct. 30, 1930, and which latter table can be obtained 
from lg Brothers, Inc., 71-73 Murray Street, New York, N. Y.—Editor Hard- 
ware Age. 


Comments: The prices shown in this table of manufactured hardware and affili- 
ated lines represent the price fluctuations over the period indicated, and we believe 
will be interesting to hardware merchants. Some manufacturers of special brands may 
have obtained prices different from those indicated. 





TABLE of VALUES of MANUFACTURED 
March 1912 to December 1930 


Compiled by 
OLIVER BROTHERS, INC., New York, N. Y., and Pittsb 





















































































































































































































































































































































No MATERIAL Unit 1912 1913 1015 1916 1o17 1918 1920 1920 ion 1922 1922 1023 192 
ee Oe A SY a a ar 100 Lb. 1.35 1.50 1.35 3.40 5.00 3.90 3.60 5.00 3.00 2.10 2.80 3.15 2.80 
2  |Track bolts, square nut, 34 x334...........00000c0 cece eee eens Since Apr. 1, 1927, per 100 | 1.90 2.15 1.70 4.75 7.00 4.90 5.50 7.50 4.15 3.00 4.05 4.00 3.75 
ey MPI ROE PD WD 5 oy as 5 oo Bien ois seis'0's0 4s 4 aaa caloverere gaa 100 Lb. 1.80 1.90 1.65 4.00 6.50 7.50 6.25 7.25 5.25 4.50 4.75 5.75 5.25 
4  |Striking hammers, Oregon pattern, 6 Ib.............0..00-.00005 = Ange Age eh Vy 4.74 3.54 7.50 10.80 10.80 9.23 10.80 7.88 6.41 7.29 8.75 8.10 
5 ee ENCES MED, Soe Ss SG Ay 5 Uisig ws oS os ue wes Sie slots ew Doz. j 2.43 2.43 1.87 4.86 7.29 9.00 7.69 8.55 6.08 4.86 5.40 6.20 5.71 
oe LS ey ee ree ae 100 Pcs. 1.35 1.51 1.32 4.26 4.97 3.83 4.05 5.33 2.13 1.68 2.81 2.43 3.04 
7 Pict pressed sits, square, blank, $6 in. .... ...5....5 6.608 cce ene dl Teun putaes jae 180 Ibs. 2.30 2.60 2.20 6.30 6.50 6.50 6.50 8.50 3:97 3.25 5.10 5.20 4.95) 
8  |Iron turnbuckles, 1 in. with stub ends........................05. 100 Pcs. 28.59 27.80 26.34 45.58 57.20 57.20 61.60 70.40 50.16 39.60 48.40 39.80 41.80 
D pring colters, steel, Ax 137... .. 5.5 ce eck eee cece eee 1000 Pcs. 0.42 0.44 0.41 0.78 0.96 1.02 0.78 1.16 0.70 0.52 0.65 1.05 0.68 

SD Geel Dilack sigets, Fin 194, tn kegs... .. 2. 2 sce sees ee 100 Lb. 2.31 2.56 2.40 7.92 8.21 7.20 7.20 8.80 4.79 3.70 5.44 5.10 4.36 
11 |Upholstered cut tacks, No. 4, blued, in bulk*.................... 10¢ Lb. 4.22 5.20 4.96 11.60 16.25 15.10 17-45 18.15 13.00 11.75 12.75 12.40 14.30 
12 Wood screws, flat head, iron (new list prices Jan. 3, 1928)......... Per Cent Off List 0.9297 0.926 0.9198 0.82 0.784 0.784 0.82 0.784 0.8502 0.8847 0.8577 0.8335 0.8 
a3: ‘Shovels, glam back, No: \2; 4th grade......... 2... 5... eee ee Doz. 3.83 4.31 3.90 6.05 8.50 11.51 10.90 12.90 10.90 9.90 7.41 9.16 9.16 
a4 «6 Ball tip, loose pin, steel butte, 334 x 3%........... 2.026222 ses Doz. Pr. 0.55 0.64 0.61 1.32 1.75 1.75 2.20 2.20 1.70 1.55 1.55 1.90 1.70 
15 URISEEIAE BUNNOS APILAS, 1092 TRMITIOW «5555. 6 oc coisa eGo se ee ees eee Gross Pr, 3.38 3.38 3.80 7317 7.17 7.81 7.02 7.02 6.33 5.49 6.33 7.20 7.20 
AG “Wistalinon Hatter srrenches, 210i... .... 2... osc ees eee eeeecee Doz 4.87 4.87 4.75 7.70 9.00 10.00 10.00 11.81 9.87 8.78 8.78 9.00 7.50 
17. |Monkey wrenches, knife handle, 10 in....... Se AN ee REE Doz. 4.33 4.32 4.32 7.77 10.49 11.66 11.88 13.20 - 10.69 (os 7.12 9.62 9.62 
a Te Oe EE ENED oy) oie cng so Give oie em see SMe se sina tes Doz. 1.13 4533 1.13 1.89 2.09 2.73 2.39 2.66 2.27 1.70 1.89 1.75 1.89 
19 |Carbon twist drills, 14 in., round straight shank, Jobbers Lengths. . Doz. 0.85 0.85 0.79 1.14 1.42 1.46 1.39 1.39 1.30 1.08 0.73 0.97 1.1 
20 Chisels, plain handle and edge, 1 in. socket firmer................ Doz. 1.97 1.97 3.71 4.01 4.70 5.35 5.35 5.49 5.49 5.49 5.35 5.3. 
eee NS RENEE, UD MONDE Sos cous one oc oe swe Sasina sae eases ae ses Lb. 0.184% 0.20144 0.19 0.41 0.42 0.48 0.29 0.2914 0.19 0.184% 0.1914 0.19 0.2 
22 © Post-hole Giggers, Hureka pattern........... 2. ...62262-- eee eee Doz. 4.75 6.00 5.00 6.00 9.00 12.50 13.00 17.00 12.50 10.00 10.00 11.50 11.50 
je oe ee a ene eee eee Doz. 24.00 24.00 25.00 27.50 27.50 36.00 34.80 48.00 | 48.00 48.00 48.00 48.00 48.00 
24 Wire rope, cruc. cast steel, 6 strand, 19 wire, 5 in. diameter....... 100 Ft. 5.32 4.79 4.41 9.98 11.90 11.55 9.28 9.28 7.81 7.81 7.81 8.62 8.62 
25 Poultry netting, 2-in. mesh, 19-gage wire, galvanized after woven... Roll of 600 Sq. Ft. 1.97 1.97 1.69 3.47 3.47 4.13 4.13 4.13 4.13 3.51 3.51 3.76 3.53 
26 Wire screen cloth, 12 mesh, black, less than carload............... 100 Sq. Ft. 1.10 1.10 0.90 1.60 1.75 1.95 2.05 2.05 2.05 1.80 1.80 1.95 1.80 
27. |Galvanized water pails, 10 qt., light pattern, less than carload...... Gross 18.14 28.74 33.60 45.97 40.32 50.40 24.19 22.98 22.98 24.19 25. 
28 |Enameled cast iron sinks, flat rim, 18 x 30................-.-0--- Each 1.80 1.80 1.80 2.57 3.35 4.45 4.55 5.00 4.10 3.85 3.85 4.05 4.05 
29 Finished brass compression bibbs, standard pattern, for I. P. % in. Doz. 3.58 3.67 3.59 6.30 7.18 8.60 9.58 10.77 6.80 5.67 6.30 6.80 5.98 
30 |Axes, unhandled, first quality standard grade, single bit, base... ... Doz. 4.50 5.75 3.50 8.50 11.50 13.50 14.50 16.00 12.00 12.00 11.00 10.75 12.00 
31 Plain tin wash basins, 13 in., stamped]... ..............-----008. Gross 6.03 10.44 10.44 10.44 17.16 17.16 14.60 13.90 13.90 13.90 13.2 
32 Circular spring ‘balances, 30 Ib. x of... .... 22... i eee eee Each 6.00 7.00 7.50 8.00 9.00 9.00 7.50 7.50 7.50 7.6914 7.69 
33 Lawn mowers, 14 in., ball-bearing, medium grade................. | Each 2.90 3.60 3.60 5.00 5.50 7.50 6.40 6.40 6.40 7.00 6.40 














*Prices previous to June, 1926, were on American Cut Tacks now discontinued by most manufacturers. 
t+June, 1926, and later prices on 13 in.; previous prices on 12% in. 





ww York City 





CTURED HARDWARE 
ember 1930 


Y., and Pittsburgh, Penn., U. S. A. 


Compiler’s Note: 


We have reduced lists and discounts to unit prices or unit quantity prices as the 
case may be, and in doing this we have taken into consideration the fact that the list 
prices on some items have been changed from time to time and the net prices shown 
are based upon the lists and discounts in effect on the dates given. The figures oppo- 
site the subject Wood Screws represent the discounts reduced to a unit percentage. 
The prices shown represent what would be recognized as a reasonable wholesale price 
allowed by the manufacturer to the wholesale merchant (the jobber). 


The lowest average prices will be found in column under “March, 1915,” although 
lower prices on some commodities are to be found in other columns. 
The highest prices are to be found distributed between “July, 1917, and Septem- 


ber, 1920.” Many of the highest prices were put into effect after the war had ended, 
during 1918, 1919 and 1920. 


We believe a study of the prices shown in this table of manufactured hardware, 
in conjunction with our TABLE OF MARKET VALUES of iron, steel, wire and metal mate- 
rials, would be time well spent to those who are familiar with the materials entering 
into the manufacture of the finished product. 

OLIVER BROTHERS, Inc. 


New York-Pittsburgh. 





































































































































































































1923 | 02s | 1028 | tore | torr | tor | toms | ozo | toz9 | too | 1990 MATERIAL ‘No. 
3.15 2.80 2.80 2.90 2.90 2.80 2.80 2.80 2.80 2.80 2.80 CHOI TANNOME SPIER eK G soto gs deee see a sta eae eet Sree 1 
4.00 3.75 4.00 4.25 3.81 3.81 4.61 4.61 4.61 4.15 4.15 rack bolts; equere nut, 57 °% 356... 5 os 6c acedas aes ern aee a 2 
5.75 5.25 5.75 5.25 4.99 4.99 5.25 5.25 5.25 §.25 “| §.25 peels SU i 0 | > 3 
8.75 8.10 8.75 8.10 7.70 7.70 0.70 0.70 0.70 0.70 0.70 Striking Hammers, Oregon pattern 6 Ib................00 eee eeee 4 
6.20 5.71 6.10 6.00 5.70 5.70 5.70 5.70 5.70 5.70 ee | I I EF io nods ac icecence cessed onecscns 5 
2.43 3.04 3.04 3.04 3.33 3.33 3.33 3.33 3.33 3.00 3.00 PRT ERREL ENE ooo a Cacarays/> ciaricelern/elaiw 6tre:8 Graieswcetar trade ods 01814 6 
5.20 4.95 4.95 4.95 0.375 0.375 5.55 5.55 300 5.00 5.00 Fiot pressed nuts, square, blank; 14 1n::. ..... 21.20.26 e sent c nes 7 
39.80 41.80 49.50 55.00 55.00 55.00 55.00 55.00 55.00 44.00 44.00 iron turnbtckies, 1 in. with etubiends:. ..5 <2... eee eee 8 
1.05 0.68 0.75 0.75 0.75 0.75 0.78 0.78 0.78 0.78 0.74 pring COMETS; Stel, Fe EUG 5 os 6 sie see ccna de becca elbaee cae 9 
5.10 4.36 4.10 4.10 4.32 4.32 4.32 4.32 4.32 4.10 4.10 Sitiall Olagk fivete, 54 © 154, if) REGS. isc cece ewe nes 10 
12.40 14.30 14.55 11.255 9.05 11.88 11.33 10.43 9.91 8.92 8.26 Upholsterers cut tacks, No. 4, blued, in bulk*.................... 11 
77 0.8335 0.835 0.87 0.8819 0.8754 0.919 0.645625 0.6288 0.6288 0.6793 0.6537 > Wood screws, flat head, iron (new list prices Jan. 3, 1928).......... 12 
9.16 9.16 8.47 8.47 8.47 8.28 8.28 8.28 6.62 6.62 6.62 a Shovels, plain back, No. 2, 4th grade................0cccee scene 13 
1.90 1.70 1.44 1.44 1.44 1.55 1.57 1.64 1.64 1.62 E 1.53 ie all Gp; loose pan, eteel butts, 354 = SHG. 0. oscvc ok cesses nee 14 
7.20 7.20 7.20 7.20 7.20 7.20 7.20 7.20 7.20 7.20 z 7.20 aid Wrought brass Hutte, 2 in. NOITOW: . .. ccc cscs ese sesaaes 15 
9.00 7.50 7.50 7.50 6.75 6.00 4.86 5.13 5.13 4.88 * 4.62 PUEISIDCIED PIMC CELTS WIETICIED, FO Wiss. 5 655s ciec cs eee eee es bee eee as 16 
9.62 9.62 9.62 9.62 9.08 9.08 9.62 9.62 9.14 7 9.14 eS 9.14 Monkey wrenches, knife handle, 10 in............. POY or CE Re | a7 
2.75 1.89 1.89 1.89 1.89 1.89 1.89 1.89 1.89 1.89 “4 1.89 ee EMER AER SEM E: INEMNID Soo 51 ko aso oxeilolovoieteiie.6 sisserstin: ei ovesore ab ore.0166%u0' 5’ 18 
0.97 1.11 1.11 1.11 1.11 acaa 1.11 1,21 1.11 “111 b Bae If Carbon twist drills, 14 in., round straight shank, Jobbers Lengths. . 19 
5.35 5.35 5.34 5.34 525 5.35 5.35 5.35 5.35 §.35 5.35 Chisels, plain handle and edge, 1 in. socket firmer................ 20 
¥% 0.19 0.2134 0.21 0.2034 0.20 0.21144 0.2334 26144 2614 .2014 sb 74 NSOLOCEIRE COP Petr DID DRUE  <sic 5520.6 ois ad sa ciaieisind Se ce Seat ia ww 0 21 
11.50 11.50 11.50 11.50 11.50 11.50 11.50 11.50 11.50 11.50 11.50 rost-hole diggers, Wurelea pattern. .... 6.0... i ee cee eeees 22 
48.00 48.00 48.00 48.00 48.00 48.00 48.00 48.00 48.00 48.00 48.00 Res aE NEES 035-555 5. 4. ao's clevas done O cnsiej eae > wish > Gs eee ki wracd Bao 23 
1 8.62 8.62 8.62 8.62 8.62 8.62 8.62 8.62 8.62 9.71 9.71 Wire rope, cruc. cast steel, 6 strand, 19 wire, 5% in. diameter....... 24 
3.76 3.50 3.33 3.08 3.42 3.13 $.13 3.13 3.01 3.01 2.98 Poultry netting, 2-in. mesh, 19-gage wire, galvanized after woven. . 25 
1.95 1.80 1.70 1.50 1.50 1.65 avi 1.62 1.42 1.62 ce 1.52 Wire screen cloth, 12 mesh, black, less thancarload ............. 26 
24.19 25.53 26.88 24.84 26.88 26.88 23.04 24.12 24.12 "93.94 22.80 Galvanized water pails, 10 qt., light pattern, less than carload...... 27 
4.05 4.05 4.05 4.05 4.05 4.05 4.05 4.15 4.15 | 410 | 4.10  |Bnameled cast iron sinks, flat rim, 18 x30..............0ee0e000. 28 
6.80 5.98 5.98 6.30 5.99 5.70 5.99 5.10 5.35 s 5.04 5.04 . Finished brass compression bibbs, standard pattern, for I. P. 5 in. 29 
10.75 12.00 10.50 12.00 13.00 13.00 13.00 13.00 13.00 | 12.00 12.00 |Azes, unhandled, first quality standard grade, single bit, base... 30 
13.90 13.21 13.21 12.20 13.00 13.00 12.20 9.72 9.72 10.80 10.32 Plain tin wash basins, 13 in., stampedf................000-e00e 31 
7.69% 7.6914 7.69% 7.69% 7.69% 7.691% 7.6914 7.69% 7.6944 | 7.6914 7.6914 |Circular spring balances, 30 Ib. x 0Z............0 ceeeeeeeeeeeees 32 
7.00 6.40 6.40 6.40 6.40 6.40 6.00 5.50 5.50 5.25 5.25 Lawn mowers. 14 in.. ball-bearing, medium grade ................ 33 
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Speed-up Your Sales 
Promotion During March 




















PRING—a new season to urge you on to speed-up sales— 
to dress-up your store—your stock—your advertising. Let 
your store reflect Spring in its merchandise—in its window 

and interior displays. 


Plan your Spring Advertising Campaign. 
Lay aside a certain amount for newspaper 
and direct-by-mail. And stick by your plan! 






Use the “America Forward March” campaign 
material (explained in detail in the January 
first issue of Hardware Age). Let this event 
be the foundation of your Spring drive! 











7 
ip 


t 





How to 


Order! 


If you have local stereotyp- 
ing facilities, request the 
complete sets of mats of all 
the advertising illustrations 
of these four pages, inclosing 
your check for $1.25. If you 
need mounted cuts order 
them by number given under 
each cut, listing the numbers 
in a column. Figure the 
charge at 30c. for each cut 
when less than ten cuts are 
ordered; when ordering ten 
cuts or more, figure the 
charge at 25c. for each cut or- 
dered. Inclose check with or- 
der, please—this saves book- 
keeping for small amounts. 
Send all orders to 


HARDWARE AGE 
ADVERTISING FEATURE 
239 West 39th St., New York City 


Time now to get the car 
ready for Spring and Sum- 
mer. If you need any ac- 
cessories, now is the time 
to buy and, of course, the 
place is here. 


(Items and 
Prices) 


Store Name 














Paint Up! 


Let the first days of Spring 
find you painting your home 
or barn. You will find we 


carry at all times the best 
of paints, brushes, etc. 


Store Name 

















Specialized 
Hardware 


Advertising 


Created by men who know 
the Hardware business from 
both the inside and outside 
angle. For detailed informa- 
tion write to 


HOUSEWARES AND 
HARDWARE SERVICE 


243 West 39th Street 
New York, N. Y 
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~ -March:— 
Housewares 


It is scheduled to come at this time when Spring replace- 
ments are necessary with a thought towards Easter. 
Dozens and dozens of high grade kitchen wares are reduced, 
making it possible to save whether you need one pot or a 
complete kitchen equipment. Be sure to see the savings 
vi during this March Sale. 


Chinaware 


Complete service for 12 persons. 
First quality American porce- 
lain, excellent for every day 
use. Border designs in attrac- 
tive colorings. 


(Items and 
Prices) 


Aluminum Ware 


If you need anything in alumi- 
num ware, we advise your at- 


€a. tending the sale. Here is a list 


of the items and how much you 
can save. 


(Items and 
Prices) 





Glassware 


Amber or green crystal. Hand 
cut fruit bowls, vases, sugar 
and creamers and many others 
wanted. Savings run like this 
for this sale. 


(Items and 
Prices) 


: Wooden Ware 


All the necessities in kitchen 
woodenware are entered at-spe- 
cial March prices. Here are 
some of them, and there are 
many more. 


(Items and 
Prices) 


YOUR NAME & COMPANY 
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BUILDING 
SUPPLIES .\ 


Spring—and the urge is on to build—to repair. We spe- 
cialize in Building Supplies of every description. All guar- 
anteed to be the best and in every instance at very moderate 
prices. 





(List Building Supply 
items in this space) 


YOUR NAME & COMPANY 

















We have a most complete department of Electrical Supplies—fix- 
tures—fuses—lamps—switches—outlets—in fact, everything—and 
all at moderate prices. 


(List Electrical 
Supplies Here) 


YOUR NAME & COMPANY 














Specials 


Four leaders for this event 
every one of them a necessity 
and all priced most mod- 
erately. 








No, 15 


Nested Bowls, $0.00 


Your choice of. glass, of 
earthen ware mixing bowls, 
consisting of six pieces in 
graduating sizes. 





No. 16 


Electric Grills, $0.00 


Ideal for the bachelor girl 
and others who do not have 
regular kitchen facilities. A 
convenient electrical appli- 
ance because of its many 
uses. 





No. 17 


Cannister Sets, $0.00 


We show them in the colors 
so smart and popular, includ- 
ing white, for you to make 
your favorite selection. 





No. 18 


Wash Boilers, $0.00 
A!1 copper wash boilers, seam- 
less tin cover. Size number 
8 or 9. At our special House- 
wares Sale Price. 


Store Name 
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Direct-by-Mail Government Post Cards 


Two post card layouts for your direct-by-mail. Your local printer 
will print these cards for e Mail them out a few days before 
the sale. 


PECIALS(-- SATURDAY 


S 


No. 19 








Note these special reductions for one day. Be sure to be here. Every one 
of the three advertised items is a true economy. 









No. 20 No. 21 No. 22 


(Item) (Item) (Item) 








YOUR NAME & COMPANY (ADDRESS) 














No. 26 i9 





Now is the time to buy garden and lawn tools, also fertilizers 
and seeds. Our stocks are most complete, and we show only 
new merchandise. Check over the items below. 


(List descriptions and prices 
of garden tools in this space) 


YOUR NAME & COMPANY (ADDRESS) 
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Solving the Show Card Problem 


An easy alphabet to start with 


—_— stores that do not 
employ a professional cardwriter must 
either call someone in or send the 
work out to be done. Neither plan is 
entirely satisfactory as cards or price 
tickets are not available when wanted. 
One solution of the problem is to train 
someone in the store to do the work. 


The best length for the rulers will 
depend on the size of the cards to be 
made and will be 12, 18 or 24-inch. 
This applies to the T square, which 
should be either 18, 24 or 30-inch. 
The 30-inch size will be right for full 
size cards, 22 by 28 inches. The lead 
pencils should be medium. Hard lead 





Anyone who can write good plain 
script letters that are regular and not 


jumpy or jerky can, with a little prac- cara.” Boid fold gon in & 
tice, write a fairly good showcard or gram ~ a 


price ticket. Select one or two per- popes 


sons in the store with this qualifica- 
tion, invest a few dollars in a show- 
card writing outfit and give them a 
chance. If two people are selected, a little competition 
will bring out their best efforts. The following in- 
struction will apply to pen lettering only. 

An inexpensive outfit costing only a few dollars will 
be required and should include one or two rulers, a T 
square, set of Drawlet pens, India ink, lead pencils, 
assorted Soenecken pens, penholders, art gum, ink 
eraser, cardboard or paper for practice work. Other 
items that will come in handy are a triangle, pencil 
compass, colored inks and one or two pointed red sable 
brushes. 


CORRECT POSITION OF PEN 


ust be flat or or 
easy 


‘ingers should not be 

‘ull arm movement. 

tters with a wrist 

a finger movement. Always clean 

pen when you are through in- 

serting paper between pen and ink 
retainer 


is difficult to erase and soft lead will 
smear the card. Nos. 1 to 5 Drawlet 
pens have round nibs; Nos. 6 to 10, 
square nibs, and Nos. 11 to 19, flat 
nibs for shaded effects. Different 
colored penholders should be used and 
the size or number of pen notched in 
the holder. 

A desk or table with a tilted or slanting top and a 
strip of wood along the lower edge to prevent cards 
from slipping off should be provided; also a drawer 
or convenient place to keep the outfit when it is not 
in use. For practice work ordinary wrapping paper 
or newspaper will answer if it is kept flat. Before 
attempting to make finished letters, practice making 
vertical strokes, always starting at the top, then try 
slanting ones as in V and W, then the horizontal 
strokes, as in E, F, H, L, T and Z. Then practice the 
large curve as in O and finally the smaller curves as 








Gothic ic Capitals and Ciphers 
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in the lower case c, d, g, 0, p, q, and 


Few cardwriters make all letters 





so on. 

As soon as you can make straight, 
clean-cut lines, you are ready to start 
with the letters. First study the 
formation of the CAPITALS and 
lower case letters. Analyze’ each 
letter. All vertical strokes should 
be made downward, all horizontal 
strokes from left to right. As a gen- 
eral rule, it is best to start a letter 
at a point near the letter preceding 
it. This makes spacing easier. The 
down strokes are made first only 
when they are nearest the preceding 
letter. Use three pencil lines for 
practice work, one at the top, center 





Dependable 
Goods, 


ney 


Priced 


the same way and it is not always 
necessary to follow the arrows given 
with the two alphabets, as a number 
of letters may be made equally well 
several ways. For instance, the 
capitals C and G may be made with 
one downward stroke, using a re- 
verse movement at the top. The 
curved part of D may be made with 
one stroke. - The order given for the 
capitals M, N and W may be changed 
by making the strokes in their nat- 
ural order instead of making the 
outside ones first. The curved part 
of P and R may be made with one 
stroke. Try them both ways and 











and. bottom. Outliné each letter 


use the one that is easiest. The top 








with a pencil in order to determine 


of T may be made first, as -it. will 





correct spacing. 

The Gothic alphabet reproduced 
herewith was made with a No. 2 
Drawlet pen and is a good one to 


This. card was made with a single 
stroke letter with the addition of dots 
as ornamentation. However, the dots 
regardless of whether they improve 
the card or not do not make the let- 
tering easier to read. They were in- 
cluded as\a simple form of ornament 


make spacing easier. 

Two sets of lower case letters are 
shown, one of finished letters and 
the other one showing the letters di- 





start with as all letters are made 
with single strokes, the width of 
which will be determined by the size of letter and 
pen used. Assuming that you are familiar with the 
formation ef each letter, decide upon ‘some wording 
for a card and lay it out on a piece of paper. Use 
the ruler. to make three light lines, one at the top, 
center and bottom for each line of wording and out- 
line ‘the letters lightly with a pencil to determine 
proper spacing and how it will appear. when finished. 
If it is correct, then go over the pencil lines with a pen 
and ink. You will save cardboard by doing the letter- 
ing on paper first, because any mistakes made can be 
avoided when making the final card. 


which does not require any ‘practice to 
execute if it is desired 


vided. into: strokes. The same: as 
with capitals, some letters may be 
made several ways, either.one of which is equally 
good. In practice try both ways and adopt the one 
that. gives the best results. The curved parts of the 
letters a, b, c, d, e and some others can be made. with 
one curved stroke, of course always starting at. the 
top. Some of the strokes indicated are a continu- 
ation of the preceding one and not a separate move- 
ment. Instructions ‘given for making the capitals 
also apply to the lower case. 

As no cut and dried rule can be given for making 
any letter, it will be well to experiment with various 
letters in order to determine the hand and arm move- 
ment that gives best results. 





Write Us About Your 


Analysis of Gothic Lower Case 


— 





Show Card Problems 


In a short article it is only pos- 
sible to e6ver briefly some of the 
more important points pertain- 
ing to showcard writing. The 
HARDWARE AGE will be glad to 
answer any questions that may 
come up in connection with your 
own individual problems. This ~ 
will apply to cardboard, show- ga 





anything that will help you in 
solving your own show card prob- 
lem. Address inquiries to the 
HARDWARE AGE Show Card Fea- 
ture, 239 West 39th Street, New 
York City. 





abcdefghijk 
NOPALSTUVWxYyZ 
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EMPHASIZING SELLING APPEAL 


Through Appropriate Background Settings 





By J. M. WARD YOST 


, am selling appeal of many lines 
of merchandise may be emphasized 
by displaying it in front of a suit- 
able background that will tie it up 
with the season during which it is 
most salable. The appeal will vary 
just as much as the merchandise 
and the only way to determine what 
it should be is to know what the 
purchase is being made for. 

People do not buy things for the 
things themselves but the satisfac- 
tion they will get from them. One 
buys garden tools because of their 
interest in gardens, not the tools. A 
farmer buys fencing to keep some- 
thing out or to keep something in, 
and not just because it is fencing. 
Back of every mental decision a man 
or woman makes is a motive, a rea- 

‘gon for buying or wanting to buy. 
Discover this motive and you have 
the selling appeal. An appropriate background ~_— Gulals cre abeaiee show cards would have made 

People buy paint because. they 
have something in mind that they want to improve the appearance of or make more attractive. As most 
work of this kind around the home is done in the spring, any background setting that is colorful, decorative 
and representative of the season will emphasize the selling appeal of a display of paint. 

It is not an easy matter to make an attractive display of paint without a suitable setting or background as the 
paint cans and labels as a general rule are not attractive. Paint manufacturers seem to have overlooked this 
point, that is to use attractive and colorful labels on their various products. They undertake to teach the home 
owner how to beautify his home by the use of paint but they do not apply the idea to the containers in which 
their product is sold. 

The display reproduced herewith is a good illustration of the points in question. The paint cans are not 
attractive but the displayman overcame the difficulty by using decorative art panels representative of the spring 
season. The art panels and background effect gave the display the color the labels lacked, and also added the 
necessary atmosphere to emphasize the selling appeal. 

















) ¥ [| A Setting for Washington’s Birthday 


A simple background setting for Washington’s Birthday 
is shown in the accompanying illustration. Three pieces of 
composition board 48 inches wide, and four pilasters are used 
for the background proper. The pilasters should be around 
three by eight inches and the height will be governed by the 
height of the window. The composition board panels should 
be reinforced in the back with pine wood strips as they will 
come in handy in connection with many displays. 

A background setting on this order is suitable for use in 
connection with a display of almost any kind of merchandise 
as the panels and pilasters may be used plain or ornamented 
according to the occasion or season of the year. Another 
2 advantage is that they can be placed directly in front of a 

permanent background whenever a different color background 
effect is desirable. As it requires only a few minutes to put 
them in the window or remove them, display pieces on this 
ae said ecg order should be part of every hardware store’s show window 


Setting for Washington’s Birthday equipment. 
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DISCOUNT MULTIPLIER TABLE 


Note: To find the net price multiply the _ 
price by the multipliers as below and 
result will be net price. 


This author tells you how you can ee a a ae 
id lot f os SEES ey Pe 4 40-20-5 ...... 4560 
avold a O worry over See: o6 5 25, Me | A a voldcass 5000 
RS ot Ae -6900 ER Sere 4750 
Pre -6750 Pe “widens es 4700 
25-10-5 ...... 5413 A Ss Ae 4650 
PD ose .e oh -6000 SE SG hash 4600 
ee 5700 ent he eine yoo 
ERS I [ > ~ ape ~ 
ee 2 6888 egos 20 ‘See 
our eee ie eee 
a 6500 ee 3760 
B55 wn... BITE ORE ones: Bebe 
Gee ae 6045 60-10 ........ 3600 
Re a Set .->--- — 
ISCOUNTS = Ee = 
Ren 5200 
ORS gs. ws 4940 ., Bearer 3000 
AND Oe ck. im mao ee 
ee 5700 EAS es .2790 
eer ee 5640 Se 2760 
MT Sescwew es Seer, 2700 
errr 5520 70-10-65 ...... 2565 
By MARVIN SALLEE fe eee 


E financial progress and success of many busi- _ to secure adjustments in those instances where the copy 
ess enterprises is dependent upon the methods can be submitted with a claim for price adjustment. 
by which their purchase invoices are handled, An invoice register is of vital importance in record- 
due to the fact that without employing a sys- ing the invoices as they are received, inasmuch as this 
tematic check-up of each invoice, discounts are over- procedure will aid in recording them numerically—a 
looked, special terms are not always allowed, and veri- system by which cross-reference can be established, 
fication as to the correctness of each invoice is not assisting in the identification of lost and misplaced 
ascertained. invoices. 

As an initial step in establishing a routine to take A specimen invoice (Fig. 1) and Invoice Register 
care of this important business phase it is wise and Sheet (Fig. 2) are illustrated herewith to show the 
most certainly profitable to keep copies of all orders for relation between invoice and receiving record. Each 
comparison with the invoices when they are received invoice is numerically recorded in the Register when 
because in many instances it has been found that quoted received and is then passed to its respective depart- 
prices have not been billed on the invoices. It is easy (Continued on page 138) 
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LOSS LEADERS 


they do not come in, we do not have 
to pay. In other words, we. do not 
pay in advance for something we 
are not certain of getting. If the 
customer is not brought in by our 
advertising, we do not have to pay 
for it. 


In a test during March, 1929, we 
sold 18 dozen of these ten-quart 
galvanized pails, one to a customer 
at an actual money loss of $1.80. 
Ten out of every dozen pails were 
sold to people who apparently came 
in only to get pails. In accordance 
with our usual practice, the pails 
were at the rear of the store, and 
we saw six out of every ten pick up 
other goods on the way in or out. 
By actual count we averaged an ex- 
tra 40 cents per pail customer. 


Based on this spécific test we 
figure it cost us 10 cents to sell 
$2.40 worth of goods at a profit and 
at the same time establish or con- 
tinue desirable relations with 
twelve satisfied customers. 


Other satisfactory leaders we 
have tried were corn brooms cost- 
ing $4.50 per dozen which we sold 
at 39 cents each and colored cov- 
ered dust pans costing $1.10 per 
dozen which were sold at 9 cents 
each. On the brooms we had a 
margin of 1% cents each and on 
the dust pans the insignificant loss 
of 2 cents per dozen in actual 
money. 


The selection of merchandise to 
be used as leaders is most impor- 
tant. The mere bargain element 
representing an obvious loss to the 
store is not sufficient. There must 
be some general mass appeal in the 
articles selected, and preferably 
they must represent an unimpor- 
tant amount of money per unit sale. 
Goods at 9 cents, 15 cents, 23 cents, 
39 cents, and perhaps 49 cents are 
particularly popular, these being 
amounts that would not cause much 
hesitancy or budget scanning by 
even the most thrifty. The article 
itself must have absolute general 
use—the broom, dust pan and gal- 
vanized pails are excellent ex- 
amples of things every one needs, 
wants and uses, and they require 
fairly frequent replacements. 


In promoting a sale of leaders, 
you must bear in mind that only 


(Continued from page 61) 


people drawn from your natural 
trading area are worth having as 
special buyers. If people come 
from the other end of town they 
are apt to be one-timers and then 
the value of the new customers is 
very doubtful. That is why we 
don’t feature specials in our city 
papers, but prefer to localize our 
appeal with the distribution of 
handbill circulars. We concentrate 
on a radius of a square mile about 
our store with an estimated popu- 
lation of 20,000 people. We find 
2,000 circulars the best. This rep- 
resents a ten per cent coverage of 
the gross, but probably a one-third 
coverage of families. Of this 2,000 
we distribute 1,500 through a pro- 
fessional circular distributing 
agency, and most of the remaining 
500 are given out at the store. In 
the past we have used more circu- 
lars and less, but find that the 2,000 
quantity gives us highest returns. 
We have also tried a wider radius 
going 1144 miles and 2 miles, but 
the one miles gives us the best 
average. A half mile radius gives 
us almost as good as the mile 
radius and sometimes on a limited 
quantity special we will hold our 
efforts to this smaller area. 


No Phone or Mail Orders 


Our intention is to accept no 
phone or mail orders as the prime 
purpose of the loss leader plan is 
to increase store traffic. An occa- 
sional exception to this rule is 
made to accommodate an old cus- 
tomer whose steady trade with us, 
warrants such exception in our 
judgment. In doing so, however, 
we politely let the customer know 
that we are making the exception 
because of our past friendly rela- 
tions. The loss of the store traffic 
on such customers (seldom more 
than 2 or 3) is offset by the thought 
that such customers are receiving 
some extra attention from the 
store. Everybody likes to be a spe- 
cial account, and so even these 
exceptions have a profit side if you 
can look far enough ahead and 
think of your business progress in 
terms of permanent profits. 

For us an important angle of the 
loss leader plan is the stopping of 
people who might otherwise con- 
tinue down town and cultivate that 


habit. We are not in the center of 
things, but as are many other hard- 
ware stores, we are in a semi-resi- 
dental section about a mile from 
the major retail shopping center. 

Closely akin to special merchan- 
dise is an agency for selling street 
car tickets. In Rochester the cash 
fare is ten cents. Twelve tickets 
may be bought in banks or stores 
for one dollar, or three for twenty- 
five cents. Tickets are not sold on 
cars, and so for one full year we 
had a street car ticket agency to 
help create more store traffic. The 
tickets were sold at the rear of the 
store, and a card measuring 8 by 
12 inches read: 

Street Car 
Tickets 
Sold Here 


In that year we sold 48,000 
tickets with no expense other than 
the collection of the money. New 
tickets are delivered by a railway 
employee, and, of course, no com- 
mission is paid. The average rider 
purchases twelve tickets. Our book- 
keeper in the office handled all sales 
causing each of 4,000 men or 
women to walk 70 feet from our 
front door to secure transportation. 
This represents a total of 560,000 
feet walked by prospects wishing to 
get tickets. Naturally they all saw 
most of the goods displayed in our 
open tables all plainly price 
marked. We don’t have figures on 
the sales made to these people, but 
even if their more than 200,000 
footsteps have worn out our floor 
and the swinging of our front door 
8,000 times has worn out the 
hinges, we’ll always be glad to put 
down a new floor and install a new 
set of hinges for that much store 
traffic. 





Bank Debits Again Declined 
During Week Ended Jan. 21 


Debits to individual accounts, as 
reported to the Federal Reserve 
Board by banks in leading cities for 
the week ended Jan. 21, aggregated 
$10,309,000,000, or 3 per cent below 
the total reported for the preceding 
week and 24 per cent below the total 
reported for the corresponding week 
of last year. 

Aggregate debits for 141 centers 
for which figures have been published 
weekly since January, 1919, amounted 
to $9,594,000,000, as compared with 
$9,867,000,000 for the preceding week 
and $12,746,000,000 for the week 
ended Jan. 22 of last year. 
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650 Hardware Men Hear Norvell 


at Metropolitan 


Saunders Norvell addressed 
the twenty-third annual  ban- 
quet of the Metropolitan Hard- 
ware Association held at the 
Hotel Commodore, New York 
City, on Thursday, Jan. 29. Mr. 
Norvell, the president of Rem- 
ington Arms Co., Inc., spoke on 
“Business Depression, Its Cause 
and Its Cure.” There were 650 
hardware men present repre- 
senting manufacturers, whole- 
salers and retailers. A. H. 
Grafenstadt, president of the 
association, was  toastmaster, 
and H. A. Cornell was chair- 
man of the banquet committee 
which very ably conducted the 
affair. Music and _ entertain- 
ment was under the personal 
direction of George T. Kohl- 
meier, himself a hardware mer- 
chant and the son of a former 
president of the association. 
The Rev. M. Joseph Twomey. 
D.D., chaplain of the organiza- 
tion, delivered the invocation. 

Mr. Norvell, whose articles 
appear every other week in 
Harpware AGE, reviewed the 
highlights of previous periods 
of depression which, he said, 
come about every seven years. 
Emphasizing the importance of 
having a reserve for emer- 
gencies and of not being too 
gullible in following the mob, 
the speaker told many interest- 
ing personal experiences which 
illustrated the points brought 
out in the talk. 





DEUTE RESIGNS AS V.-P. 
OF BILLINGS & SPENCER 


Arthur H. Deute, vice-presi- | 


dent and general manager of 
sillings & Spencer Co., Hart- 
ford, Conn., has resigned and 
will become a member of the 
firm and an executive of Ham- 
man-Lesan, Los Angeles, Cal., 
about March 1. 


ROBERT L. WADE DIES 


Robert Lincoln Wade, 62, for 
the past eighteen years one of 
the outstanding implement deal- 
ers in Portland, Ore., in the 
firm of R. M. Wade & Co., of 
which he was head, died sud- 
denly at his home, Jan. 24. He 
was a native of Portland and 


Dinner Jan. 29 


entered the agricultural and 
farming implement business 
when 22 years old, continuing 
in it for more than 40 years. 

In 1890 he became identified 
as a large stockholder in the 
firm of Knapp, Burrell & Co., 





becoming manager of the im- 
plement and supply department, 
which position he held for 11 
years. He then,entered business 
on his own account at Tilla- 
mook, Ore., where he remained 
until 1912, when he came to 
Portland to join his father 
under the name of R. M. Wade 
& Co. Mrs. Wade and two 
daughters survive. 





board of directors of Pratt & 
Lambert, Inc., Buffalo, N. Y., 
varnish and lacquer manufac- 
turers, held Jan. 28, the follow- 
| ing new appointments were 
made: 

C. D. Sproule, formerly resi- 
dent manager in Chicago, was 
elected vice-president and will 
continue to make his headquar- 
ters at the Chicago office of the 
company. Mr. Sproule’s first 
business connection was in the 
office of the president of the 
Knoxville Iron Co., at Knox- 
ville, Tenn., after 
went to Dayton, Ohio, with the 
National Cash Register Co., in 
charge of past due accounts. 
Subsequently he was sent to 
Cleveland, Ohio, as a salesman 
and later became office manager 
of the Cleveland branch. On 
Jan. 1, 1906, he began as sales 
representative with Pratt & 
Lambert, Inc., and in 1912 he 
came to the Chicago office as 
| assistant resident manager. He 
| has been resident manager since 
1921 and a director since Jan. 
| 27, 1928. 





| 








| cupied the position of resident 


manager, New York City, was 
made vice-president with head- 
quarters at New York. Mr. 
Prescott’s earliest connection 
with the company dates back to 
1906, as a salesman in New 
England territory. In 1922, he 
was made district sales man- 
ager and in 1925 sales manager 
of the eastern division. On 
Jan. 1, 1928, he was appointed 
York office. His election as a 

T. E. Murphy, Buffalo, who 
is manager of the company’s 
industrial sales, was appointed 
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which he | 


H. S. Prescott, who has oc- | 


resident manager of the New | 


director occurred Dec. 26, 1929. | 


At the annual meeting of the | assistant secretary. 











Pratt & Lambert Elect Officers at 
Annual Meeting of Directors 


His _busi- 
ness career with the company 
began in 1917. During the war 
he served as an officer in the 
108th Field Artillery. Return- 
ing to Pratt & Lambert, Inc., in 
1919, he again resumed his du- 
ties in the Buffalo office and in 
1920 became assistant in the 
trade sales department. In Jan- 


j uary, 1924, Mr. Murphy was 


made assistant manager of in- 
dustrial sales, and in September 
of the same year was promoted 
to manager of his department. 

J. G. Schroeder, previously 
sales manager of the western 
division, becomes resident man- 
ager at Chicago. After a 
course in business college and 
subsequent employment with 
Swift & Co., he entered the 
Pratt & Lambert organization 
in the capacity of assistant 
order clerk in the Chicago office. 
Successive promotions have ad- 
vanced him from the positions 
of order clerk, bookkeeper, 
cashier, credit man, assistant 
resident manager, and more re- 
cently sales manager. 

C. W. Brown of the New 
York office was made sales 
manager of the eastern divi- 
sion. He came to the company 
in 1921. Training in the sales 
department of the company’s 
office at New York and the de- 
velopment of Pratt & Lambert 
business in the metropolitan 
area have provided Mr. Brown 
with a valuable background for 
his new position. 

The following officials were 
reelected: J..N. Welter, Chi- 
cago, Ill., chairman of the 
board; H. E. Webster, presi- 


dent; W. P. Werheim, vice- 
president and secretary; R. W. 
Lindsay, vice-president and 
treasurer. 


YALE & TOWNE ORDER 
SHIFT IN PLANTS 

Walter C. Allen, president of 
the Yale & Towne Mfg. Co., 
Stamford, Conn., has issued the 
following statement in relation 
to a shift in that corporation’s 
activities : 

“In the interest of economy 
we have decided to move a 
small portion of our business 
now done at Philadelphia, Pa., 
to the Stamford plant, and to 
transfer to Philadelphia two of 
our important departments now 
conducted at Stamford and to 
move a part of the business 
now done in our Cincinnati 
plant to Philadelphia, the pur- 
pose being to concentrate in 
the Philadelphia plant all of 
our.. material handling equip- 
ment departments. 

“This will result in the trans- 
fer from Stamford to Philadel- 
phia of over $1,000,000 of prop- 
erty. We regret to state that 
the rapidly rising taxation in 
Stamford during recent years 
has resulted in our paying a 
higher ratio of taxes to the 
value of our assets in Stamford 
than in any one of the ten other 
plants which we now operate. 
Under normal conditions this is 
a heavy burden, but under pres- 
ent circumstances it makes it 
imperatrve for us to seek loca- 
tions where the tax burden is 
not so onerous. It is also our 
purpose to remove a part of 
our builders’ hardware business 
to our branch plant at North 
Chicago for similar reasons. 

“The executive offices of the 
company also be trans- 
ferred the near future to 
New York for the better super- 
vision of our various plants. 
The Stamford plant thereafter 
will be operated as a branch of 
the corporation. 

“The number of employees 
affected by these moves will not 
be considerable at present, al- 
though under normal conditions 
it will probably mean between 
200 and 300 less employees at 
than has been the 
! case previously.” 


will 
in 


Stamford 
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PICKETT CLUB HAS 
6TH ANNUAL BANQUET 


More than 70 members of the 
Pickett Club, comprising ex- 
ecutives and employees of the 
Pickett Hardware Co., Warren, 
Pa., attended the sixth annual 
banquet of the club, held at the 
Woman's Club auditorium in 
that city. 

W. T. Kelly, president of the 
company, welcomed the mem- 
bers and presented the guests 
and officers of the company. 
Guests were Dr. L. E. Chap- 
man, mayor of Warren; E. C. 
Lowrey, press 
Frank A. Hegner, Sewickley, 
Pa., past president, PASHA, 
and John Sweeney. 

Officers of the club are: 
President, Mr. Kelly; vice- 
president, Mr. Rhodaberger, 
and secretary-treasurer, Flor- 
ence R. Willard, assisted by a 
council representing the vari- 
ous departments of the com- 
pany. 

MOCK TO DIRECT HANSON 
COIN OPERATED SCALE 
SALES ORGANIZATION 


Hanson Scale Co., 523 N. 
Ada St., Chicago, Ill., has an- 
nounced that, following a vaca- 
tion, Roy Mock, -formerly in 
charge of sales promotion work 
for the company, will promote 
a sales organization to sell the 
new Hanson _ coin-operated 
scale. S. L. Hanssen, secretary 
and treasurer of the firm, will 
direct sales promotion work 
from now on. 





A. E. HOWELL PASSES 


Alfred E. Howell, who re- 
tired Oct. 1 as general manager 
of the Somerville Stove Works, 
Somerville, N. J., died suddenly 
of a heart attack at his old 
home in Nashville, Tenn., on 
Jan. 25. He was born 71 years 
ago at Nashville. Mr. Howell 
was president of the American 
Foundrymen’s Association in 
1914 and retired as a director 
of the association in 1926 after 
19 years of service to the asso- 
ciation either as a director or 
an officer. He was superin- 
tendent for about 30 years of 
the Phillips & Buttorff Mfg. 
Co., Nashville. 





L. H. THOMPSON JOINS 
YOUNG & OTTLEY, INC. 


Leslie H. Thompson, who re- 
cently resigned as vice-president 
and treasurer of the Winchester 
Repeating Arms Co., New Ha- 
ven, Conn., has become asso- 
ciated with Young & Ottley, 
Inc., managers of investment 
funds. He is well versed in 
financial matters, being a direc- 


representative ;- 











tor of the Merchants National 
Bank of New Haven and of 
the Morris Plan, both of New 
Haven. He is also a director 
of the Crawford Oven Co. and 
the Enders Razor Co. New 
York City. Mr. Thompson was 
located in St. Louis, Mo., as 
treasurer of the Simmons 
Hardware Co., but in 1922, 
when the Simmons and Win- 
chester interests combined he 
became treasurer of both com- 
panies, with headquarters at 
New Haven. 


H. M. KINGERY WILL BE 
MANUFACTURERS AGENT 

H. M. Kingery, 9 N. Logan 
Ave., Audubon, N. J., resigned 
recently as sales manager of 
the Moore Push Pin Co., Phila- 
delphia, Pa. and will go in 


association clubroom. They are: | 
President, Frank H. Spink; 
vice-president, Irwin Wymore; 
secretary, John C. Long, and 
treasurer, A. F. Ellfeldt. Di- 
rectors are: M. H. Tucker, R. 
E. Manning, J. C. Von Enge- 
lin and Allen Qurollo. 





DAMASCUS STEEL HOLDS 
SALES CONVENTION 
Damascus Steel Products | 
Corp., Rockford, Ill, held a 
sales convention in that city, | 
Jan. 5-7, at the Faust Hotel. | 
More than thirty salesmen and | 





tended the sessions. The con- 
vention was considered highly 
successful, as the sales force 
was quite enthusiastic over im- 
proved lines offered for 1931. 
Banquets were given on the 





executives of the company q 
| 
| 
| 


evenings of Jan. 5 and 6. 





} 


BLUMBERG TO SELL 
EDISON MAZDA LAMPS | 


W. L. Blumberg Co., 31 War- 
ren St., New York City, has 
been appointed a wholesale dis- 
tributor for Edison Mazda 
lamps made by the Edison Lamp 
Works of the General Electric 
Co. 

ALDER CO. REPRESENTS 
E. T. FRAIM LOCK CO. 








H. M. KINGERY 


business as manufacturers rep- 
resentative, covering the Phila- 
delphia metropolitan area. He 
was at one time sales manager 
for R. M. Hollingshead Co., 
Camden, N. J., prior to which 
time he was affliated with the 
B. F. Goodrich Rubber Co., 
Akron, Ohio, where he was 
sales analyst and had charge of 
sales promotion. 

Mr. Kingery will open offices 
in Camden or Philadelphia, and 
will cover southeastern Penn- 
sylvania, southern New Jersey, 
Delaware and the eastern shore 
Maryland districts. 





W. T. CARSON PASSES 

W. T. Carson died suddenly | 
several weeks ago. For many | 
years he was in charge of pong 
cutlery department of Marshall- | 


Wells Co. Duluth, Minn, | 
wholesale hardware distribu- | 
tors. | 


| cent. 


KANSAS CITY HARDWARE | 
CLUB OFFICERS ELECTED 

Officers of the Kansas City | 
Hardware Club, Kansas City, 
Mo, were re-elected Jan. 14 at 
a meeting held in the merchants’ 


IN NEW YORK CITY 


B. S. Alder Co., 43 Warren 
| Street, New York City, is the 
New York City territory rep- 
| resentative of The E. T. Fraim 
Lock Co., Lancaster Pa., man- 
ufacturers of padlocks, night 
latches and specialties. In the 
Jan. 22 issue of HARDWARE 
AGE, it was stated that Herbert 
M. Demarest represented the 
Fraim organization in the New 
York and New Jersey area. 
Mr. Demarest represents the 
Fraim company in northern 
New Jersey and New York 
State, with the exception of the 
metropolitan district. 





TARIFF COMMISSION TO | 
HOLD HEARING, MAR. 3, | 
ON HAWLEY-SMOOT ACT | 
(From Our Washington Bureau) 


The Tariff Commission has | 
set March 3 as the date for a | 
hearing in connection with its 
investigation under the flexible 
provision of the Hawley-Smoot 
Act regarding agricultural hand 
tools. The duty is now 30 per 
The tools involved are | 
shovels, spades, scoops, forks, | 
hoes, rakes, scythes, sickles, 
grass hooks, corn knives and 
drainage tools. The inquiry | 
was ordered by a resolution ir- | 
troduced by Senator Borah of | 
Idaho. | 








J. S. BONBRIGHT DIES; 
PENNSYLVANIA LAWN 
MOWER WORKS OFFICER 


The death of J. S. Bonbright, 
vice-president and general sales 
manager, Pennsylvania Lawn 
Mower Works, Primos, Pa., 
was recorded in the Jan. 29 is- 
sue of HarpWaRE AGE. Mr. 





J. 8S. BONBRIGHT 


Bonbright, who would have 
been 72 in March, succeeded his. 
father as president of the old 
hardware house of Buehler-Bon- 
bright Co., Philadelphia, Pa., 
which was sold to the Supplee 
Hardware Co. in 1895. At that 
time he joined the Supplee 
Hardware Co., continuing with 
the house, as a director, after 
the formation of Supplee-Bid- 
dle Hardware Co. He was in 
charge of the sales of the Penn- 
sylvania line of lawn mowers, 
then controlled by that hardware 


house. 

In 1916, when the factory 
decided to market its line direct 
he joined the Pennsylvania 
Lawn Mower Works, being 


then elected to the offices he 
held at the time of his death. 
Mrs. Bonbright and three 
daughters survive. 


LAMB 27 YEARS WITH 
LANDERS, FRARY & CLARK 

Joseph F. Lamb, vice-presi- 
dent and general superinten- 
dent of Landers, Frary & Clark, 
New Britain, Conn., recently 
completed 27 years of service 
in the employ of the company. 
Before going to New Britain, 
Mr. Lamb was associated with 
the B. Lamb Co., Plainville, 
Conn. 


F. L. KNIGHT HOST TO 
HARDWARE, PAINT MEN 

Fifty hardware men and mas- 
ter painters of southeastern 
Florida were guests of Floyd 
L. Knight of the Knight Hard- 
ware Co. at a banquet held in 





Miami, Fla., recently. W. P. 
Chambers, manager of the 
Pittsburgh Plate Glass Co. 
of Jacksonville, Fla. was a 
speaker. 
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650 Hardware Men Hear Norvell 


at Metropolitan 


Saunders Norvell addressed 
the twenty-third annual ban- 
quet of the Metropolitan Hard- 
ware Association held at the 
Hotel Commodore, New York 
City, on Thursday, Jan. 29. Mr. 
Norvell, the president of Rem- 
ington Arms Co., Inc., spoke on 
“Business Depression, Its Cause 
and Its Cure.” There were 650 
hardware men present repre- 
senting manufacturers, whole- 
salers and retailers. <A. H. 
Grafenstadt, president of the 
association, was toastmaster, 
and H. A. Cornell was chair- 
man of the banquet committee 


which very ably conducted the | 


affair. Music and_ entertain- 
direction of George T. Kohl 
meier, himself a hardware mer- 
chant and the son of a former 
president of the association. 
The Rev. M. Joseph Twomey, 
D.D., chaplain of the organiza- 
tion, delivered the invocation. 

Mr. Norvell, whose articles 
appear every other week in 
Harpware AGE, reviewed the 
highlights of previous periods 
of depression which, he said, 
come about every seven years. 
Emphasizing the importance of 
having a reserve for emer- 
gencies and of not being too 
gullible in following the mob, 
the speaker told many interest- 
ing personal experiences which 
illustrated the points brought 
out in the talk. 





DEUTE RESIGNS AS V.-P. 
OF BILLINGS & SPENCER 


Arthur H. Deute, vice-presi- | 


dent and general manager of 
Billings & Spencer Co., Hart- 
ford, Conn., has resigned and 
will become a member of the 
firm and an executive of Ham- 
man-Lesan, Los Angeles, Cal., 
about March 1. 


ROBERT L. WADE DIES 


Robert Lincoln Wade, 62, for 
the past eighteen years one of 
the outstanding implement deal- 
ers in Portland, Ore., in the 
firm of R. M. Wade & Co., of 
which he was head, died sud- 
denly at his home, Jan. 24. He 
was a native of Portland and 





| assistant resident manager. 
| has been resident manager since 





Dinner Jan. 29 


entered the agricultural and 
farming implement _ business 
when 22 years old, continuing 
in it for more than 40 years. 

In 1890 he became identified 
as a large stockholder in the 
firm of Knapp, Burrell & Co., 


| 





becoming manager of the im- 
plement and supply department, 
which position he held for 11 
years. He then, entered business 
on his own account at Tilla- 
mook, Ore., where he remained 
until 1912, when he came to 
Portland to join his father 
under the name of R. M. Wade 
& Co. Mrs. Wade and two 
daughters survive. 





Pratt & Lambert Elect Officers at 
Annual Meeting of Directors 


At the annual meeting of the | assistant secretary. 


board of directors of Pratt & 
Lambert, Inc., Buffalo, N. Y., 
varnish and lacquer manufac- 
turers, held Jan. 28, the follow- 
ing new appointments were 


| made: 
ment was under the personal | 


C. D. Sproule, formerly resi- 
dent manager in Chicago, was 
elected vice-president and will 
continue to make his headquar- 
ters at the Chicago office of the 
company. Mr. Sproule’s first 
business connection was in the 
office of the president of the 
Knoxville Iron Co., at Knox- 
ville, Tenn., after which he 
went to Dayton, Ohio, with the 
National Cash Register Co., in 
charge of past due accounts. 
Subsequently he was sent to 





Cleveland, Ohio, as a salesman } 
and later became office manager | 


of the Cleveland branch. On 
Jan. 1, 1906, he began as sales 
representative with Pratt & 
Lambert, Inc., and in 1912 he 
came to the Chicago office as 
He 


1921 and a director since Jan. 
27, 1928. 

H. S. Prescott, who has oc- 
cupied the position of resident 
manager, New York City, was 
made vice-president with head- 
quarters at New York. Mr. 
Prescott’s earliest connection 
with the company dates back to 
1906, as a salesman in New 
England territory. In 1922, he 
was made district sales man- 
ager and in 1925 sales manager 
of the eastern division. On 


| 
| 
| 


| 





His _busi- 
ness career with the company 
began in 1917. During the war 
he served as an officer in the 
108th Field Artillery. Return- 
ing to Pratt & Lambert, Inc., in 
1919, he again resumed his du- 
ties in the Buffalo office and in 
1920 became assistant in the 
trade sales department. In Jan- 
uary, 1924, Mr. Murphy was 
made assistant manager of in- 
dustrial sales, and in September 
of the same year was promoted 
to manager of his department. 

J. G. Schroeder, previously 
sales manager of the western 
division, becomes resident man- 
ager at Chicago. After a 
course in business college and 
subsequent employment with 
Swift & Co., he entered the 
Pratt & Lambert organization 
in the capacity of assistant 
order clerk in the Chicago office. 
Successive promotions have ad- 
vanced him from the positions 
of order clerk, bookkeeper, 
cashier, credit man, assistant 
resident manager, and more re- 
cently sales manager. 

C. W. Brown of the New 
York office was made sales 
manager of the eastern divi- 
sion. He came to the company 
in 1921. Training in the sales 
department of the company’s 
office at New York and the de- 
velopment of Pratt & Lambert 
business in the metropolitan 
area have provided Mr. Brown 
with a valuable background for 
his new position. 

The following officials were 


Jan. 1, 1928, he was appointed | reelected: J..N. Welter, Chi- 


resident manager of the New cago, 
His election as a| board; H. E. Webster, presi- 


York office. 


director occurred Dec. 26, 1929. | dent; 


Ill., chairman of the 


W. P. Werheim, vice- 


T. E. Murphy, Buffalo, who | president and secretary; R. W. 


is manager of the company’s | Lindsay, 


vice-president and 


industrial sales, was appointed | treasurer. 
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YALE & TOWNE ORDER 
SHIFT IN PLANTS 

Walter C. Allen, president of 
the Yale & Towne Mfg. Co., 
Stamford, Conn., has issued the 
following statement in relation 
to a shift in that corporation’s 
activities : 

“In the interest of economy 
we have decided to move a 
small portion of our business 
now done at Philadelphia, Pa., 
to the Stamford plant, and to 
transfer to Philadelphia two of 
our important departments now 
conducted at Stamford and to 
move a part of the business 
now done in our Cincinnati 
plant to Philadelphia, the pur- 
pose being to concentrate in 
the Philadelphia plant all of 
our... material handling equip- 
ment departments. 

“This will result in the trans- 
fer from Stamford to Philadel- 
phia of over $1,000,000 of prop- 
erty. We regret to state that 
the rapidly rising taxation in 
Stamford during recent years 
has resulted in our paying a 
higher ratio of taxes to the 
value of our assets in Stamford 
than in any one of the ten other 
plants which we now operate. 
Under normal conditions this is 
a heavy burden, but under pres- 
ent circumstances it makes it 
imperative for us to seek loca- 
tions where the tax burden is 
not so onerous. It is also our 
purpose to remove a part of 
our builders’ hardware business 
to our branch plant at North 
Chicago for similar reasons. 

“The executive offices of the 
company also be trans- 
ferred the near future to 
New York for the better super- 
vision of our various plants. 
The Stamford plant thereafter 
will be operated as a branch of 
the corporation. 

“The number of employees 
affected by these moves will not 
be considerable at present, al- 
though under normal conditions 
it will probably mean between 
200 and 300 less employees at 
Stamford than has been the 
case previously.” 


will 
in 

















HARDWARE AGE for FEBRUARY 5, 1931 


93 





PICKETT CLUB HAS 
6TH ANNUAL BANQUET 


More than 70 members of the 
Pickett Club, comprising ex- 
ecutives and employees of the 
Pickett Hardware Co., Warren, 
Pa., attended the sixth annual 
banquet of the club, held at the 
Woman’s Club auditorium in 
that city. 

W. T. Kelly, president of the 
company, welcomed the mem- 
bers and presented the guests 
and officers of the company. 
Guests were Dr. L. E. Chap- 
man, mayor of Warren; E. C. 
Lowrey, 
Frank A. Hegner, Sewickley, 
Pa., past president, PASHA, 
and John Sweeney. 

Officers of the club are: 
President, Mr. Kelly;  vice- 
president, Mr. Rhodaberger, 
and secretary-treasurer, Flor- 
ence R. Willard, assisted by a 
council representing the vari- 
ous departments of the com- 
pany. 


MOCK TO DIRECT HANSON 
COIN OPERATED SCALE 
SALES ORGANIZATION 


Hanson Scale Co., 523 N. 
Ada St., Chicago, Ill., has an- 
nounced that, following a vaca- 
tion, Roy Mock,-formerly in 
charge of sales promotion work 
for the company, will promote 
a sales organization to sell the 
new Hanson _ coin-operated 
scale. S. L. Hanssen, secretary 
and treasurer of the firm, will 
direct sales promotion work 
from now on. 





A. E. HOWELL PASSES 


Alfred E. Howell, who re- 
tired Oct. 1 as general manager 
of the Somerville Stove Works, 
Somerville, N. J., died suddenly 
of a heart attack at his old 
home in Nashville, Tenn., on 
Jan. 25. He was born 71 years 
ago at Nashville. Mr. Howell 
was president of the American 
Foundrymen’s Association in 
1914 and retired as a director 
of the association in 1926 after 
19 years of service to the asso- 
ciation either as a director or 
an officer. He was _ superin- 
tendent for about 30 years of 
the Phillips & Buttorff Mfg. 
Co., Nashville. 





L. H. THOMPSON JOINS 
YOUNG & OTTLEY, INC. 


Leslie H. Thompson, who re- 
cently resigned as vice-president 
and treasurer of the Winchester 
Repeating Arms Co., New Ha- 
ven, Conn., has become asso- 
ciated with Young & Ottley, 
Inc., managers of investment 
funds. He is well versed in 
financial matters, being a direc- 


press representative ;- 








tor of the Merchants National 
Bank of New Haven and of 
the Morris Plan, both of New 
Haven. He is also a director 
of the Crawford Oven Co. and 
the Enders Razor Co., New 
York City. Mr. Thompson was 


located in St. Louis, Mo., as 
treasurer of the Simmons 
Hardware Co., but in 1922, 


when the Simmons and Win- 
chester interests combined he 
became treasurer of both com- 
panies, with headquarters at 
New Haven. 
H. M. KINGERY WILL BE 
MANUFACTURERS AGENT 
H. M. Kingery, 9 N. Logan 
Ave., Audubon, N. J., resigned 
recently as sales manager of 
the Moore Push Pin Co., Phila- 
delphia, Pa. and will go in 





H. M. KINGERY 


business as manufacturers rep- 
resentative, covering the Phila- 
delphia metropolitan area. He 
was at one time sales manager 
for R. M. Hollingshead Co., 
Camden, N. J., prior to which 
time he was affiliated with the 
B. F. Goodrich Rubber Co., 
Akron, Ohio, where he was 
sales analyst and had charge of 
sales promotion. 

Mr. Kingery will open offices 
in Camden or Philadelphia, and 
will cover southeastern Penn- 
sylvania, southern New Jersey, 
Delaware and the eastern shore 
Maryland districts. 


W. T. CARSON PASSES 


W. T. Carson died suddenly 
several weeks ago. For many 
years he was in charge of the 
cutlery department of Marshall- 


Wells Co. Duluth, Minn., 
wholesale hardware  distribu- 
tors. 


KANSAS CITY HARDWARE 
CLUB OFFICERS ELECTED 

Officers of the Kansas City 
Hardware Club, Kansas City, 
Mo, were re-elected Jan. 14 at 
a meeting held in the merchants’ 








association clubroom. They are: 
President, Frank H. Spink; 
vice-president, Irwin Wymore; 
secretary, John C. Long, and 
treasurer, A. F. Ellfeldt. Di- 
rectors are: M. H. Tucker, R. 
E. Manning, J. C. Von Enge- 
lin and Allen Qurollo. 





DAMASCUS STEEL HOLDS 
SALES CONVENTION 
Damascus Steel Products 
Corp., Rockford, Ill, held a 
sales convention in that city, 
Jan. 5-7, at the Faust Hotel. 


More than thirty salesmen and | 


executives of the company at- 
tended the sessions. The con- 
vention was considered highly 
successful, as the sales force 
was quite enthusiastic over im- 
proved lines offered for 1931. 


Banquets were given on the | 


evenings of Jan. 5 and 6. 





BLUMBERG TO SELL 
EDISON MAZDA LAMPS 


W. L. Blumberg Co., 31 War- 
ren St., New York City, has 
been appointed a wholesale dis- 
tributor for Edison Mazda 
lamps made by the Edison Lamp 
Works of the General Electric 
Co. 

ALDER CO. REPRESENTS 
E. T. FRAIM LOCK CO. 
IN NEW YORK CITY 


B. S. Alder Co., 43 Warren 
Street, New York City, is the 
New York City territory rep- 
resentative of The E. T. Fraim 
Lock Co., Lancaster Pa., man- 
ufacturers of padlocks, night 
latches and specialties. In the 
Jan. 22 issue of HARDWARE 
AGE, it was stated that Herbert 
M. Demarest represented the 
Fraim organization in the New 
York and New Jersey area. 
Mr. Demarest represents the 
Fraim company in northern 
New Jersey and New York 
State, with the exception of the 
metropolitan district. 


TARIFF COMMISSION 








TO | New 


J. S. BONBRIGHT DIES; 
PENNSYLVANIA LAWN 
MOWER WORKS OFFICER 
The death of J. S. Bonbright, 
vice-president and general sales 
manager, Pennsylvania Lawn 
Mower Works, Primos, Pa., 


| was recorded in the Jan. 29 is- 


sue of HARDWARE AGE. Mr. 





J. 8. BONBRIGHT 


Bonbright, who would have 
been 72 in March, succeeded his 
father as president of the old 
hardware house of Buehler-Bon- 
bright Co., Philadelphia, Pa., 
which was sold to the Supplee 
Hardware Co. in 1895. At that 
time he joined the Supplee 
Hardware Co., continuing with 
the house, as a director, after 
the formation of Supplee-Bid- 
dle Hardware Co. He was in 
charge of the sales of the Penn- 
sylvania line of lawn mowers, 
then controlled by that hardware 
house. 

In 1916, when the factory 
decided to market its line direct 
he joined the Pennsylvania 
Lawn Mower Works, being 
then elected to the offices he 
held at the time of his death. 
Mrs. Bonbright and three 
daughters survive. 

LAMB 27 YEARS WITH 
LANDERS, FRARY & CLARK 

Joseph F. Lamb, vice-presi- 
dent and general superinten- 
dent of Landers, Frary & Clark, 
Britain, Conn., recently 


HOLD HEARING, MAR. 3, | completed 27 years of service 


ON HAWLEY-SMOOT ACT 
(From Our Washington Bureau) 


The Tariff Commission has 
set March 3 as the date for a 
hearing in connection with its 
investigation under the flexible 
provision of the Hawley-Smoot 
Act regarding agricultural hand 
tools. The duty is now 30 per 
cent. The tools involved are 
shovels, spades, scoops, forks, 





hoes, rakes, scythes, sickles, | 
grass hooks, corn knives and 
drainage tools. The inquiry 


was ordered by a resolution ir- 
troduced by Senator Borah of 
Idaho. 


in the employ of the company. 
Before going to New Britain, 
Mr. Lamb was associated with 
the B. Lamb Co., Plainville, 
Conn. eae 


F. L. KNIGHT HOST TO 

HARDWARE, PAINT MEN 

Fifty hardware men and mas- 
ter painters of southeastern 
Florida were guests of Floyd 
L. Knight of the Knight Hard- 
ware Co. at a banquet held in 


Miami, Fla., recently. W. P. 
Chambers, manager of the 
Pittsburgh Plate Glass Co. 
of Jacksonville, Fla., was a 
speaker. 
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The Carlin & Fulton Co. Liquidates ; 
!n Business 75 Years in Baltimore 


The Carlin & Fulton Co., 309 | dise had to be imported. Three | the toy trade. 


W. Redwood St., Baltimore, 
Md., wholesale distributors and | 
importers of hardware, cutlery, | 


guns, etc., liquidated their stock 
and closed their warehouse | 
Dec. 31. Edward Jessop and | 


David C. Fulton established the | 





D. M. FULTON 


firm in 1865, Mr. Jessop sell- 
ing his interest to James F. 
Carlin in 1865, at which time 
the name became Carlin & Ful- 
ton. J. Frank Bradenbaugh be- 
came a partner in 1870, but 
withdrew in 1882. Upon the 
death of Mr. Fulton in 1880, 
the partnership was continued 
by Messrs. Carlin, Braden- 
baugh, George L. Irvin and 
Frank Whalen. When Mr. 
Carlin died in 1885, the firm 
consisted of Messrs. Irvin, 
Whalen, M. J. Carlin and M. E. 
Fulton. 

M. J. Carlin and M. E. Ful- 
ton sold their interests in 1888 
to D. M. Fulton and J. Rus- 
sell Kelso, which copartnership 
bought the stock of John R. 
Kelso & Co., Baltimore. Mr. 
Kelso retired in 1900, and the 
business was continued as a 
partnership until 1910, when it 
was incorporated under its pres- 
ent name, with George L. Ir- 
vin as president. When Mr. 
Irvin died in 1922, Mr. Whalen 
succeeded him. Upon the death 
of Mr. Whalen in 1923, Walter 
G. Reim became president, with 
D. M. Fulton as vice-president 
and G. Scott Roberts as trea- 
surer. 

The firm has always done a 
strictly wholesale business in 
the territory extending from 
Ohio River to Florida. Its 
first move was made in 1870 
when a larger warehouse was 
needed. The next move was 
made in 1888 to the present 
site. In the early days of the 
business much of the merchan- 





‘ing the Kingston toy manufac- 


of the executives have had long 
hardware experience as follows: 


George L. Irvin, 52 years; | 
Frank Whalen, 52 years, and | 
D. M. Fulton, son of the | 
founder and only — surviving 
member of the old firm, 50 
years. Mr. Fulton was very 


active in trade affairs, having 
been a speaker at many of the | 
Atlantic City conventions. 

Quite a number of the trav- 
eling salesmen and employees 
were connected with the house 
from 40 to 47 years. With few 
exceptions, employees’ and sales- 
men have secured positions since 
the liquidation. 





KINGSTON PRODUCTS TO 
MANUFACTURE TOYS 


Kingston Products Corp., 
Kokomo, Ind., an old manufac- 
turing concern with various 
lines, has just made its bow to 
the toy trade. 

Kingston recently took over 
the Kokomo Stamped Metal 
Co., with its well-known line 
of toys, including Champion 
double tread and Redskin roller 
skates, -the Little Lady line of 
toy electric ranges, toy electric 
irons, the Auto-Car, etc. King- 
ston’s large resources, engi- 
neering and designing staffs 
have been added to those of the 
old Kokomo Stamped Metal 
Co., and the result is an organ- 
ization that is vigorously push- 


turing division to the front. 

A national advertising cam- 
paign, utilizing magazines, news- 
papers and radio hookups, has 
been launched for featuring | 








1o 


| of the Kingston organization to 


Champion double tread roller 
skates. The Little Lady line 
f electric stoves and ranges is 
presented as the initial offering 


John L. Reuss is sales man- 


| ager of the toy division. 


PACIFIC DISTRICT MGR. 


Ralph J. Cordiner has been) 


appointed district manager of 


| CORDINER, EDISON G. E. | 


the Pacific Coast district of the | 
Edison General Electric Appli- | 


ance Company, Inc., 


Chicago, | 


Ill., to succeed R. W. Turn-} 
bull, who has been appointed | 


vice president in general charge 
of sales. 


For the past four years Mr. | 
Cordiner had charge under Mr. | 


Turnbull of the 
west, and for eight years had 
been identified with the building 
up of the electric range and 
heating appliance business in 
that territory. 

Mr. Cordiner came with the 
company in 1922 experienced in 
Central Station Merchandising, 
having been for the previous 
two years with the Pacific 
Power & Light Co., in charge 
of merchandising in the Walla 
Walla division. 


J. A. LEWIS HONORED 
BY WICHITA SCOUTS 


J. Arch Lewis, president, 
Steel Hardware Co., Wichita, 
Kan., was selected to head the 
Wichita area Boy Scouts coun- 
cil at its recently held annual 
meeting. John Massey, presi- 
dent of the Massey Hardware 
Co., was re-elected scout com- 
missioner for the district. 





Northwestern Metalware Co. Is Now 
Called General Metalware Corporation 


Without involving any change 
in ownership or management, 
the group formerly known as 
Northwestern Metalware Co., 
Minneapolis, Minn., North- 
western Metalware Co., Port- 
land, Ore., and the Dobbins 
Manufacturing Co., N. St. Paul, 
have merged into a new and 
larger firm, known as the Gen- 
eral Metalware Corp., effective 
Feb. 1. The new firm, with 
main offices at the Minneapolis 
plant, 1401 Central Ave., also 
operates associated factories 
and warehouses at Chicago, III., 
and Traverse City, Mich., also 
warehouses at San Francisco, 
Cal., and New York City. 

Products of the General 





Metalware Corp. include a di- 
versified line of dairy ware, 
household ware, poultry equip- 
ment and sprayers distributed 
nationally through hardware 
channels under the trade names 
of Martinware and Acme- 
Superbilt. The combined plants 
have just completed one of the 
best years in history, and at 
the present time are operating 
on a full capacity basis. 

Officers of General Metalware 
Corp. are: M. T. Bentzen, 
president: H. E. Brandt, vice- 
president, and A. H. Norberg, 
secretary-treasurer, all of whom 
have long been identified with 
the metalware manufacturing 
industry. 


company’s | 
business in the Pacific North- | 





ARMINGTON, REGIONAL 
SALES MANAGER FOR 
MOORE PUSH-PIN CO. 


The Moore Push-Pin Co., 
Philadelphia, Pa. has just 
opened a New - England office 
at 111 Summer St., Boston, 
Mass., in charge of James R. 
Armington, who was for many 
years connected with the Denni- 


i | 


co 





JAMES R. ARMINGTON 


son Mfg. Co. Mr. Armington 
is widely known in the station- 
ery trade all over the country, 
but is a partial stranger to 
the hardware trade. The Moore 
company believes that his ap- 
pointment will react to the good 
for both trades. 

The new office has _ been 
opened to handle the increased 
business which has been stead- 
ily growing in that territory for 
the company in the past few 
years. 





WASHINGTON RETAILERS 
AFFILIATES WITH PASHA 


(From Our Washington Bureau) 


The Retail Hardware Mer- 
chants’ Association of Wash- 
ington has just become affiliated 
with the Pennsylvania Seaboard 
Hardware Association, and 
members of the Washington 
association will attend the con- 
vention of the Pennsylvania 
Seaboard Hardware Associa- 
tion at Philadelphia, Feb. 10-13. 

The Washington organization 
held its second annual meeting 
on Jan. 21 and re-elected all of 
its officers. They are: Presi- 
dent, George M. Yeatman; first 
vicepresident, Alex J. Berlin; 
second vice-president, George B. 
Stevens; treasurer, J. F. Cain; 
secretary, W. W. Adamson. 

The officers will be formally 
installed at a banquet to be held 
in February. 


FAY CO. MOVES OFFICES 


The Fay Co., manufacturers 
of electric floor machines, 
moved its offices Feb. 1, from 
11 East 31st Street, to 130 
Madison Avenue, New York 
City. 
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Week’s Price Average Was 
77.6 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Uni- 
versity has announced that wholesale 
commodity prices for the week ended 
Jan. 24 and based on Dun’s quota- 
tions averaged 77.6 per cent. 

The December average was 79.6. 
The purchasing power of the dollar 
on a 1926 basis of 100c. was 128.9. 
The December average was 125.7c. 

Crump’s index of English prices for 
the week on the revised 1926 level 
was 67.8. The December average was 
70. 

The Italian index on the revised 
1926 basis for the week ended Jan. 17 
was 55.5. The yearly average was 
62.8. 


Business Failures Decreasing 
from Recent Seasonal Peak 


A decrease in the number of com- 
mercial failures was reported by the 
business reviews for the week ended 
Jan. 24, following a rise to unprece- 
dented totals during the early part 
of January. 

R. G. Dun & Co.’s compilation 
showed a total of 712 failures, against 
796 a week ago, 927 two weeks ago, 
and 644 in the same week of last year. 
Bradstreet’s review indicated there 
were 667 defaults, compared with 783 
last week and with 537 a year ago. 
It is considered usual for the number 
of failures to increase at the year- 
end, but the closing weeks of 1930 
found the numbers gaining rapidly, 
due to poor business conditions which 
had prevailed for several months be- 
fore the turn of the year. 

A decrease was reported in the 
number of failures occurring in the 
group of small enterprises, the per- 
centage of the total falling to 72.8 


GENERAL MARKET 
NEWS of tHe WEEK 


Hardware Demand Has 
Varying Character 


New York, Feb. 4.— Reports 
from the leading hardware markets 
of the country indicate considerable 
variance in the character of the cur- 
rent demand. January sales totals in 
several centers were on a par with 
those of the same month a year ago, 
while in other sections they were 
under the 1930 level. Mild weather 
in most sections has retarded the 
demand for seasonal merchandise. 


Future orders for spring mer- 
chandise continue to be received in 
a healthy volume, denoting the op- 
timism of retailers with respect to 
business prospects. 


Continued gradual improvement 
in industrial conditions, building 
construction and employment con- 
ditions are responsible for a better 
sentiment prevailing in the trade. 


A somewhat easier tendency has 
developed in the price situation, 
although prices, in the main, are 
fairly steady. There appears little 
reason to believe that most quota- 
tions for hardware products will be 
lowered to a further degree. 


Collections are slower than usual, 
but the credit situation generally 
is deemed fairly satisfactory. 





from 74.5. In the next larger group, 
those businesses using from $5,000 to 
$20,000 of capital, the percentage of 
the total was slightly larger the past 
week, rising to 14.3 from 13.7. 
According to Bradstreet’s, the 


greatest improvement in the failure 
record came in the Southern section 
of the country, with New England the 
only area to show poorer conditions. 










Hercules Chemical Co., Inc. 
Reduces Prices on 
Some Products 


The Hercules Chemical Co., Inc., 332 
Canal St., New York City, have re- 
duced prices on several of their prod- 
ucts, namely, Drain Pipe Cleaner, 
Pipe Joint Compound and Boiler 
Liquid. 

The new prices which became ef- 
fective Jan. 15 are as follows: Pipe 
Joint Compound, 1 lb. net weight 
cans, 50 cans to case, 20c. per Ib. 
(case lots); 2 lb. net weight cans, 24 
cans to case, 19c. per lb. (case lots) ; 
5 lb. net weight cans, 12 cans to case, 
18c. per lb. (case lots); 10 lb. net 
weight cans, 6 cans to case, 17%2c. 
per lb. (case lots); 25 lb. net weight 
drums, 17c. per Ib. 

Drain Pipe Cleaner, 1 lb. net weight 
cans, 12 or 24 cans to case, dozen, 
$2.80; half gross, $2.70; gross, $2.60. 
2 Ib. net weight cans, 12 cans to car- 
toh, dozen, $5; half gross, $4.85; 
gross, $4.70. 

Hercules Special Drain Pipe Clean- 
er, 12 oz. net weight cans, 12 or 24 
cans to case, dozen, $2; half gross, 
$1.95; gross, -$1.90. 

Boiler Liquid, triple strength, quart 
cans, 6 or 12 cans to case, $1.50 per 
can; half-gallon cans, 6 cans to case, 
$2.90 per can. 


Bank Clearings Declined 
in Week Ended Jan. 22 


Bank clearings in the United States 
for the week ended Thursday, Janu- 
ary 22, as reported in Bradstreet’s 
Journal, aggregated $7,966,423,000, as 
against $8,357,565,000 last week, and 
$9,944,973,000 in this week last year. 
There is here shown a decrease of 4.6 
per cent from last week and 19.8 per 
cent from the like week of 1930. 
Canadian clearings aggregated $244,- 
547,000, against $232,679,000 last 
week and $300,406,000 last year. 
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CHICAGO: 


(Chicago Office of HARDWARB AGE) 

CHICAGO, Feb. 3. 
NOTHER month of the new year 
A brings better conditions that 
much nearer. With the effect 
of widespread price reductions on 
money volume considered, the tonnage 
of seasonal hardware now in motion, 
though not satisfactory, approaches 
normal. Most of the market changes 
for six or eight months, of course, 
have been downward, sharply so in 
some cases. However, there are ex- 
ceptions to this tendency. A few 
items, mostly of quality grade, have 
been advanced. If such exceptions 
have any significance, it is because 
they do not follow the downward rule. 


1930 STATEMENTS 


Currently there is perhaps a bit of 
negative reaction because of the an- 
nual publication of so many state- 
ments covering the exact financial 
position of corporations at the end of 
the year. Such statements are chang- 
ing much general guesswork to certi- 
tude and, inasmuch as the net profits 
as given out are well below those of 
1929, the news has been such as to 
dampen business ardor, even though 
the approximate condition in each 
case was pretty well known in ad- 
vance. With all the obstacles consid- 
ered, many of the corporations weath- 
ered 1930 with credit to astute man- 
agement. 


TRADE SENTIMENT 


From a survey made of 28 classes 
of business by the Chicago Associa- 
tion of Credit Men it appears that 79 
per cent of the executives interviewed 
were expecting improvement in both 
sales and collections during the next 
six months. Expanding sales were 
shown in electrical and athletic goods. 
According to the Illinois Labor De- 
partment, the 514 Chicago industries 
regularly reporting to that bureau 
showed an improvement in employ- 
ment of 2 per cent in December over 
November, the first month-to-month 
increase shown since November, 1929. 
The total number of factory workers 
reported was 137,748. However, the 
actual payroll increase was only four- 
tenths of one per cent. 


WEATHER IS ADVERSE 


Weather conditions, though com- 
fortable for the human being, are not 
so good for agriculture. So little 
snow fell in January that it may have 
broken the fifty-year record in this 
region both for drougth and mild tem- 





AT A GLANCE 


Automobile sales in the 
Middle West were larger in 
December than in the preced- 
ing month. At the same time 
a larger percentage of sales 
were for cash. 

* * * 


The tonnage of hardware 
now moving is near the normal 
level. Better conditions seem 
to be in the offing. 

* * x 


A recent survey of 28 class- 
es of business reveals that 79 
per cent expect improvement 
in sales and collections during 
the next six months. 

* * * 


Weather conditions have 
been unfavorable for agricul- 
tural pursuits. Several price 
declines are effective. 











perature. Throughout 1930 the Chi- 
cago region received only two-thirds 
of its normal moisture. In January 
little more than half the usual pre- 
cipitation fell. In the same month 
the average daily temperature was 6.9 
degrees above normal. Not since 
1880 has there been such a combina- 
tion of dry and mild weather in Jan- 
uary. This is anything’ but good 
news for the farmer and truck gar- 
dener. Present prospects for winter 
wheat are negative. 


DECEMBER TRADE 


Contrary to the usual trend, auto- 
mobile sales in the Middle-West were 
larger in December than in Novem- 
ber, according to the report of the 
Federal Reserve Bank. At the same 
time, the percentage of cars sold for 
cash increased. Much public interest 
was manifest in the recent Chicago 
automobile show. In December the 
furniture business registered less than 
the usual slackening for that month. 
Orders fell off only 10 per cent below 
November, as compared with the av- 
erage annual drop of 38 per cent. 
Shipments dropped 8 per cent as com- 
pared with the average recession of 19 
per cent. Comparing them with De- 
cember, 1929, however, orders and 
shipments receded 23 and 45 per cent 
respectively. 


Tonnage Volume Is Near Normal 
Steady Improvement Is Expected 


. 


OTHER PRICE CHANGES 


Sweat pads are now at the lowest 
level known in years. Jobbers are 
selling them currently at more than 
a twenty per cent reduction under 
the figures prevailing a year ago. 
The cheapness of leather permits job- 
bers to sell harness and collars at 
prices well below those of last spring; 
stocks are small. An advance of 
about fifteen per cent has gone into 
effect on Rose trowels. Bolt makers 
say prices are firm; belief appears to 
prevail that there will be no bolt re- 
ductions during the first half of 1931. 


PAINTS LOWER 


Paint prices to the dealer have been 
substantially reduced by all the lead- 
ing manufacturers. The biggest de- 
cline was on first grade house paint 
amounting -to 20c. per gallon. This 
action was made possible by the pre- 
vious declines in the price of linseed 
oil and white lead. Under the new 
market the usual spring dating pre- 
vails with shipment at the retailer’s 
option. For a number of weeks much 
paint volume had been withheld be- 
cause of a reduction that seems to 
have been expected in most quarters. 
Now that it has come, observers be- 
lieve the paint movement will show a 
good deal of a pick-up. All through 
the fall and winter there has been a 
steady flow of small-can paint busi- 
ness in the retail hardware stores. 
Under the stimulus of the reduction 
the prospect for volume in house paint 
next spring seems fair. Hardware 
dealers in general continue keen over 
the development of their paint busi- 
ness. 


ELECTRICAL GOODS 


No recent market changes have 
been put into effect on electrical ap- 
pliances and accessories. As usual, 
following the holidays, trade on flash- 
light batteries and radio batteries has 
been good. Demand for wire and 
wiring devices is also increasingly 
brisk. Over-the-counter sale of elec- 
tric bulbs is steady and dealers are 
showing plenty of interest in the mod- 
ernistic designs offered. By pushing 
the new lamps wherever possible they 
find that they can swell the average 
lamp sale. Customers continue to 
manifest their enthusiasm over radio, 
even if there is a decided swing in 
favor of the small set, largely in- 
duced by the economic situation. 
Radio tubes are selling steadily. 
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following through with Remington 


The Remington representative has a 
new kind of sales plan to show you. It 
cost thousands of dollars and months of 
time to prepare it. It contains merchan- 
dising ideas that will help you increase 
sales in all lines. 


It explains important new develop- 
ments in Remington firearms, ammuni- 
tion, and cutlery that you and your sales- 





The Greatest Value Ever Offered 


The Remington Standard American 
Dollar Pocket Knife 











men should know. You will sell more 
and sell more easily if you do know them. 


We hope it will give you a better idea 
of the strength and leadership of the 
Remington Institution—but most of all 
we hope it will be of practical value to 
you. 


We know it will interest you because it 
is presented largely in pictures that give 
the story at a glance. The Remington 
representative will show it to you. 


President 


REMINGTON ARMS COMPANY, Inc. 


FIREARMS 


J N 
ee 25 Broadway, New York 


1931 R. A. Co. 


Originators of Kleanbore Ammunition 


CUTLERY 


CASH REG 
Phone Digby 4-0766 REGISTERS 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Feb. 3. 
ONDITIONS over the Northwest 
tributary to the Twin Cities 
continue to be favorable to a 
gradual resumption of all business 
activities. The continued mild and 
sunshiny weather has proved a de- 
terrent factor on the sales of winter 
merchandise, but has been very favor- 
able for the _ live-stock industry. 
With the low prices of feeds, live- 
stock raisers and feeders will come 
through the winter in excellent con- 
dition, and will experience a greater 
profit than they had expected. 


JANUARY SALES 


In an agricultural area such as 
the Northwest there is less depres- 
sion than in manufacturing districts, 
and thus there is a better chance for 
an early return to normal trade. 
This is particularly true in regard 
to this section, and inquiry among 
the several wholesale hardware 
houses elicits the information that 
January has shown very satisfactory 
totals in sales. Some report that 
their sales, even without the receipts 
for the last few days, showed a very 
nice increase over January of a year 
ago. Orders for spring delivery are 
well up to those of last year, although 
perhaps below the average for a five- 
year period. Future orders have not 
been as great in the past few years 
as formerly, the dealers buying more 
for present needs, and much closer 
to the time when actual retail sales 
would start on seasonal merchandise. 


WEATHER IS MILD 


It has been quite disappointing to 
many merchants that, where winter 
sports weeks have been planned, the 
lack of snow and cold weather has 
curtailed the selling of winter mer- 
chandise. This is only natural, as 
the public buys as the need arises. 
In many places, the winter sports 
programs have had to be abandoned 
or postponed until more favorable 
weather arrives. (As this report is 
prepared the weather in the Twin 
Cities is mild and spring-like.) 


BUILDERS’ HARDWARE 


Retail dealers who feature builders’ 
hardware are marking time, await- 
ing the beginning of building oper- 
ations. In the Northwest there are 
many projects of major importance 
which will start this year, and some 
of them are scheduled to begin during 
the present month. Both St. Paul and 





AT A GLANCE 


Prospects continue favor- 
able for a gradual resumption 
of business activity. January 
sales totals were very satisfac- 
tory to wholesalers. 

* *e 

Orders for spring delivery 
are well up to those a year 
ago. Mild weather has pre- 
vailed which has retarded the 
sale of winter goods. 


Many building projects are 
contemplated which should re- 
sult in an increased demand 
for builders’ hardware. . Small 
farms are in demand, which 
is considered a healthy con- 
dition. 

* * * 

Few price changes have re- 
cently become effective. Col- 
lections are holding up well. 











Minneapolis are on the eve of begin- 
ning construction of new postoffice 
buildings, and the State of Minne- 
sota is planning a large office build- 
ing to house many of the State of- 
fices in St. Paul. These are but a 
few of the public buildings, and in 
addition there are many office and 
commercial buildings planned, with 
some of them already under way. 


FARMS IN DEMAND 


Another favorable sign is the sale 
of farm-lands in Wisconsin, Minne- 
sota and the Dakotas. Small farms 
were much in demand in 1930, and 
this apparently is extending over 
into this new year. There is a defi- 
nite movement of people from the 
cities to the farms in the Northwest, 
and farms of 80 to 160 acres are 
meeting with the best demand in sev- 
eral years. 


SIGNS OF PROSPERITY 


In addition to the extensive road- 
building projects for the States in 
this part of the country, there may 
be added the sign of prosperity in- 
dicated by several pipe line projects 
for natural gas and for oil and gaso- 
line which are being laid into the 
Dakotas and Minnesota from the 
south and west. Also the constant 
improvement in electric power lines, 
which are spreading rapidly over 


Prospects Continue Favorable 
January Sales Near Normal 


every State in this section. This 
latter industry is making great 
strides in the Northwest, and farms 
and small towns are being equipped 
with electricity at a rapid rate. This 
is a feature which makes good busi- 
ness for the hardware merchants 
who are featuring electric appliances, 
and they are fast taking advantage 
of this increasing new field for sales. 


SUMMARY OF CONDITIONS 


A summary of conditions for this 
section of the country seems to in- 
dicate that business is definitely on 
the upturn, and that, while it may be 
a gradual return to definite pros- 
perity, the trend is decidedly in 
favor of better business. 


PRICE INFORMATION 


There are a few price changes to 
report this week, and these changes 
are in the nature of an adjustment. 
There seems to be no indication what- 
ever of any general market change. 

The following price changes are 
effective: 

Building paper, red rosin, $2.12 
ewt. net; tarred felt, $2.85 cwt. net. 

Glass, Minnesota prices, A grade— 
Single strength, 40 united inches or 
under, 87 per cent; single strength, 
over 40 united inches, 86 per cent; 
double strength, 86 per cent. 

Collections are holding up well in 
all parts of this territory. Taking 
into consideration the general condi- 
tions, jobbers report collections as 
being very satisfactory on the whole. 


Sylvania Lamp Sales in 1931 
Established New High Record 


The Nileco Lamp Works, manufac- 
turers of Sylvania Incandescent 
Lamps, have announced a banner 
year in the sales of all types of lamps. 
Comparison with the sales records of 
previous years shows that 1930 has 
been one of the most successful in the 
twenty-six years of the company’s ex- 
istence. With few exceptions, Sylva- 
nia Lamp jobbers show an increase 
in sales over 1929. 

This splendid showing on the part 
of the jobbers is due to good team- 
work between these firms and the fac- 
tory organization, says Mark Brown, 
assistant sales manager. 

The first car-load lamp order for 
1931, now on its way to Charlotte, 
N. C., is an augury of an equally suc- 
cessful year to come. 
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The ceiling type, shown below, is 


a popular number. 
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Two of the many styles are shown 
above. 








“‘ Quality leaves 
its imprint 





Whether for your own use or for resale the R-W line of store 
ladders has many advantages. 
There are styles, designs and finishes to efficiently meet the 
requirement of any store or warehouse. 


Write for full information. 





“A HANGER FOR ANY DOOR THAT SLEDES” 
AURORA, ILLINOIS, U.S.A. 


Indianapolis St.Louis New Orleans Des Moines Minneapolis 
Los Angeles San Francisco Omaha Seattle Detroit 
Richards-Wilcox Canadian Co., Ltd., London, Ont. Montreal 


”? 


Richards-Wilcox Mfg. Co. 


Branches: New York Chicago Boston Philadelphia Cleveland Cincinnati 
Kansas City 


Atlanta 
Winnipeg 
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1880 /193! 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, Feb. 3. 

HILE current orders have 

W siown no particular accele- 
ration in the last week, most 

jobbers in this district report a grad- 
ually developing interest in sales of 
items for spring shipment, and Janu- 
ary was a fair month from that 
standpoint. While falling consider- 
ably behind the corresponding month 
last year, it showed enough improve- 
ment over the closing months of 1930 
to indicate the beginning of a resump- 
tion of activity. Although advance 
orders for spring goods are confined 
principally to screen doors and win- 
dows, incubators and other poultry 
supplies, screen wire cloth, etc., some 
jobbers are beginning to take orders 
for ammunition for fall shipment, and 
there are indications that the coming 
season will be another active one. A 
10 per cent cut in prices made recent- 
ly may have stimulated sales to some 
extent, but even now quotations are 
not being strictly adhered to in every 


case. 
SEASONAL GOODS 


Weather conditions continue unfa- 
vorable to sales of seasonable hard- 
ware items. ‘These lines are all very 
dull, and both jobbers and retailers 
are anxious to liquidate their stocks 
further before spring. Unless this 
can be accomplished in a very short 
time, heavy carryovers will result. 


PRICE TENDENCY 


No important price changes are re- 
ported this week, and the tendency 
toward reductions, which has been 
manifest since the first of the year, 
apparently has been checked. A great 
many products have now been ad- 
justed to decreases in raw material 
prices, and there is little to indicate 
that any further important cuts will 
be made unless the raw materials 
market declines further. In the mean- 
time, steel prices have firmed up 
slightly, and copper is being main- 
tained at a slight advance over the 
low reached during 1930. Nail and 
wire quotations are still well main- 
tained, and no change is reported in 
paints or accessory products on which 
sharp reductions were announced re- 
cently. 


STEEL MILL UPTURN 


Steel mill operations in the Pitts- 
burgh district entered the new month 
at a rate about 10 per cent higher 
than prevailed at the beginning of 
January. The improvement has been 





AT A GLANCE 


Most wholesalers report a 
gtadually developing interest 
in spring merchandise. Janu- 
ary was a fair month so far 
as future orders are concerned. 

* # % 

Weather conditions con- 
tinue unfavorable to the sale 
of seasonal goods. No im- 
portant price changes have 
been made recently. 

* 8 

Nail and wire prices are 
being well maintained and 
steel prices have firmed up 
slightly. 

% 

Steel mill operations at the 
present time are about 10 per 
cent higher than the rate 
which prevailed thirty days 
ago. It is believed that pay 
rolls increased from 5 to 10 
per cent during the month. 











gradual and less marked in the last 
two weeks than in the early days of 
the period. The rate of aggregate 
specifications on finished steel pro- 
ducts continues disappointing, with 
real increases reported only on plates 
and tin plate. The upturn in tin plate 
specifications is strictly according to 
seasonal expectations, while the plate 
mills have benefited frorh the recent 
orders for railroad cars and barges. 

Structural steel and reinforcing bar 
work is in prospect in large volume, 
but will not come out for bids for 
some time, and will probably be de- 
layed in most cases until open weath- 
er. In the meantime, the automobile 
industry continues to improve its 
position, and schedules for February 
call for moderate increases over 
January production. Releases on steel 
requirements for the month are 
reaching Pittsburgh mills, and will be 
reflected in the operations of sheet 
and strip makers in a short time. 
Steel ingot production is still rated at 
about 45 per cent of capacity, with 
finishing mills running at a slightly 
lower rate in the aggregate. 


COAL INDUSTRY 


The coal industry is suffering more 
than ever from the current lack of 
business, and several of the larger 
companies in this district have closed 


Interest Develops in Spring Goods 
No Important Price Changes Made 


down mines since the first of the year. 
With both domestic and industrial 
consumption at a low ebb, little im- 
provement can be expected until the 
opening of lake navigation in the 
spring. Coke demand is lighter along 
with coal, particularly for the fur- 
nace and foundry grades. Domestic 
coke orders follow weather conditions 
rather closely, and were rather light 
during January. 


MANUFACTURING 


Makers of heavy machinery and 
equipment for steel mills in the Pitts- 
burgh district are fairly well occupied 
with orders, and are running at a 
good rate. The electrical equipment 
manufacturers are not so active, and 
producers of road machinery and 
other mechanical equipment have not 
stepped up production much since the 
first of the year. Some improvement 
is reported by producers of steel cast- 


ings. 
EMPLOYMENT 


No reports of the current unem- 
ployment census in Pittsburgh are yet 
available, but it is believed that pay- 
rolls increased from 5 to 10 per cent 
during the month. The number of 
men employed has increased hardly 
as much. Collections are still very 
slow and show little change for the 
better. 





Survey Finds Motor Cars Use 
Bulk of Chromium Plating 


The automobile industry consumes 
26 per cent of the chromium plating, 
according to a survey announced re- 
cently in the Detroit Free Press. Job 
plating shops are the second largest 
users, taking about 23 per cent. The 
following table shows percentages 
used in other lines: * 


Per Cent 
Automobile industry ........... 26 
Job plating shops .............. 23 
Plumbing industry ............ 16 
Jewelry industry ........5..... 8 
Household electrical appliance in- 
GUNUEY. Su ceue shee hiee ees es 4 
Tool and die industry .......... 4 
Heavy machinery industry ..... 3 
Printing and engraving industry 2 


CEG SROUEY, ooo eck oss sees 
Soda fountain industry ......... 
UWS SNORE s55 5. Pan ans oss 
TERGHCINGUBEY 6.6. ds becca es 
Sewing machine industry ....... 
PSO IDTUNOUS ois Gin dos Wee cS 


| OOM Hee DD 
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Snow and Ice 
Do Not Injure 
Columbian 


Waterproofed Rope 


NOW — thaw — freeze, time after 
time, and the life of the ordinary, 
old-fashioned rope is gone. 


To combat this demolishing action of 
the elements, several years ago Colum- 
bian designed its waterproofed rope. 
Many improvements have been made 
since its introduction and when you ex- 
amine a length of new Columbian 
Rope, you are looking at the farthest 
advanced rope that science and skill can 
produce. 


It is so thoroughly waterproofed by 






the Columbian method that it is sealed 
against the elements and the germs of 
decay. In summer’s torrents or win- 
ter’s blizzards Columbian remains flex- 
ible. It is also rotproof. These features 
alone make Columbian all that could be 
desired of a rope, but these features, 
together with the famous Guarantee, 
give to Columbian a rope value that is 
incomparable. 


If you do not handle Columbian 
Tape-Marked Pure Manila Rope, let 
us give you the name of our nearest 


Jobber. 


COLUMBIAN ROPE COMPANY 


352-80 Genesee Street 
Auburn, “The Cordage City,” N. Y. 


Branches :— New York Chicago 


Boston New Orleans 


Philadelphia 





COLUMBAN :v::ROPE 
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CLEVELAND: 


(Cleveland office of HARDWARE AGE) 
CLEVELAND, Feb. 3. 
ARDWARE business has shown 
H a slight upward trend the past 
week or two and the January 
volume was up to expectations. Senti- 
ment in the trade.is much more op- 
timistic than it has been for a long 
time and this apparently is having an 
effect upon many retailers who are 
showing less hesitancy about placing 
orders. 


STAPLE GOODS ACTIVE 


Business is largely confined to 
staples to replenish stocks and jobbers 
report that the average size of orders 
is larger than it has been. Some of 
the new orders that are now coming 
‘in are of fairly good size. On gen- 
eral hardware lines jobbers are nam- 
ing spring datings to customers who 
have fairly good records in making 
payments and this perhaps is helping 
to stimulate business. 


SPRING MERCHANDISE 


With the approach of spring some 
lines of seasonal merchandise are 
showing more life. Steel goods are 
moving in increased volume. Poultry 
supplies are fairly active. A good 
volume of business is being taken in 
paint and varnish brushes and a fair 
business has developed in paints and 
oils from dealers who are filling in 
their stocks for the spring trade. 
Poultry netting is moderately active 
and there is some demand for wire 
cloth. A good volume of business is 
being taken in pruning shears and 
saws, grass shears and hedge shears. 


CURRENT DEMAND 


Galvanized ware is active. Some 
stove pipe and elbows are being sold 





AT A GLANCE 


Business has shown a slight 
upward trend. January vol- 
ume was up to expectations. 
Sentiment is more optimistic. 

* & & 

Some lines of Spring mer- 
chandise are showing more 
life. Current business in some 
staple lines is in healthy 
volume. 

* * # 

New designs in gas ranges 
will be a feature in the coming 
season. No price changes of 
importance have been an- 
nounced recently. 

* % # 


Collections are holding up 
fairly well. Industrial con- 
ditions in the Cleveland ter- 
ritory have improved slightly. 











for fall shipment. Nails have become 
more active and jobbers are getting 
some car lot business. Automobile 
tires and tubes are moving very well 
for this season of the year. A pick- 
up is noticeable in orders for plumb- 
ers’ goods, boilers and _ radiation. 
While there is little new demand for 
heating and plumbing equipment for 
new buildings, repair and replacement 
work is creating some demand for 
these products. 


THE STOVE TREND 


Several stove manufacturers have 
not yet announced prices on gas 


January Was Up 
Business Shows Slight Upward Trend 


to Expectations 


ranges for the coming season. . The 
trade is promised quite a change in 
the design of gas ranges and it is 
stated that the tendency in new mod- 
els will be along futuristic lines. Job- 
bing houses are giving their attention 
to the addition of new lines and one 
of the Cleveland jobbers has just 
added a complete line of linoleum fleor 
coverings. 


PRICE CHANGES 


No price changes on impertant 
items have been announced receatly 
and not many changes are looked for 
in the near future. Prices appear te 
be fairly well maintained. There is 
still some irregularity on black wire 
cloth but leading jobbers are trying 
to maintain the $1.60 price. Jobbers 
are selling nails in car lots at $1.90 
per keg, which is the usual quotation 
to jobbing houses by mills. The stock 
price is $2.15 per keg. 


COLLECTIONS 


Collections are holding up fairly 
well and are causing little complaint. 


INDUSTRIAL CONDITIONS 


Industrial conditions in this terri- 
tory show a slight improvement. 
Many of the manufacturing plants in 
metal working lines have put on ad- 
ditional employees since the first of 
the year although a large share have 
only part time work. While it is too 
early to make an estimate of the 
volume of building work during the 
coming season; there has been an im- 
provement in building projects cover- 
ing store and factory buildings. 


GOOD BUSINESS FOR SOMEBODY 


It is interesting to note that in 
any line of industry or business, there 
is always good business for somebody, 
even during the worst of dull times. 

Ethelbert Stewart, United States 
Commissioner of Labor Statistics, in 
a recent address before College of the 
City of New York, quoted some statis- 
tics which prove this point. 

For example, comparing employ- 
ment in October, 1930, with October, 
1929, 16 firms in the iron and steel 
industry increased their number of 
men employed, in spite of a 16.6 per 
cent drop for employment in that in- 
dustry as a whole. 

The cotton goods industry was hit 


By JOHN H. VAN DEVENTER 


for an average employment loss of 
21.4 per cent in 1930, but 54 firms in- 
creased their number of employees all 
the way from 1 per cent to 154 per 
cent. 

The automobile industry has been 
as hard hit as any, having an average 
employment shrinkage of 31.3 per 
cent. Even here, however, 15 firms 
increased their employment from 3 to 
172 per cent. 

This list could be extended to cover 
nearly every industry, and we would 
find similar cases in every one. 

What was the magical inoculation 
which rendered certain concerns im- 
mune from depression effects even in 


industries where the employment 
mortality was greatest? 

It was not luck. The fellows who 
trusted to that lost their shirts in the 
stock market. It was a combination 
of improved product, outstanding dol- 
lar value, effective advertising and 
salesmanship and high grade general 
management. 

All of this is water now over the 
dam since we are now saying good- 
bye to the depression of 1930. But 
a little injection of the same combi- 
nation will pep up any concern for its 
climb back to normal. 

Copyright by United Business 

Publishers’ Bureau of Economics 
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™ And thousands of jobbers and dealers are push- 
ing their sale because no hinges give longer 


service or better satisfaction. 


They are used in the finest homes and public 
buildings in America. - Their action is so easy 
and their quality so durable that some of them 
have swung big front doors of famous buildings 


continuously for fifty years. 





Double Action : Single Action 
Standard Type No. 29 Standard Type No. 0 


Bommer Also Makes 
Reliab Door Closers 





And the name BOMMER is on every one 
Write for particulars, Bommer Spring Hinge Co., Brooklyn, N. Y. 
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NEW YORK: 


NEw YORK, Feb. 3. 

HILE there is considerable 
\ \ variance in the reports of 

metropolitan hardware whole- 
salers with respect to January sales 
totals, the average may be charac- 
terized as fairly satisfactory. Trade 
during the last half of the month did 
not maintain the rather brisk pace of 
the first half. As a result, the month 
was less satisfactory than was ex- 
pected from earlier indications. In 
a few instances jobbers declare the 
month’s sales were on a par with 
those of a year ago. The majority, 
however, assert sales for January 
ran from five to ten per cent under 
those for the corresponding month 
of last year. Orders for immediate 
requirements continue to involve ab- 
normally small quantities, although a 
wide variety of merchandise is 
usually specified. Future orders are 
being received in fair volume. 


PRICES ARE A FACTOR 


The tendency toward easier prices 
in many lines is believed to be exert- 
ing an adverse effect on buyers. In 
instances where prices are not guar- 
anteed against possible declines 
most purchasers are reluctant to or- 
der more than the minimum quan- 
tity needed to serve the immediate 
demand. Recent indications of fur- 
ther price weakness in some of the 
staple spring lines has served to 
make the trade extremely cautious 
and future orders are not as numer- 
ous as earlier in the month. Many 
buyers, however, overlook the fact 
that several rather substantial ad- 
vances have become effective. In ad- 
dition, many sales are being lost be- 
cause the goods are not in stock, 
when the cautious buying policy is 
followed too closely. It would ap- 
pear that there is just as much dan- 
ger in buying too little as in buying 
too much. 


BUYING POWER 

The wealth of the metropolitan 
district of New York is 12.44 per cent 
of that of the entire United States 
in terms of buying power, although 
the population is 9.183 per cent of 
the country, according to a survey 
of the New Ydrk State area made by 
the Marine Midland group of New 
York State banks. 

Residents of the New York city 
area, therefore, represent wealth 35 
per cent greater than the per capita 
wealth of the United States as meas- 
ured in terms of buying power, the 
analysis shows. The area is credited 
with 16.285 per cent of the total in- 
dustrial market of the country, meas- 
ured by the value added to products 
by manufacturing. This figure is 
given as $4,498,543,000 annually for 
the metropolitan area, which is 77 





AT A GLANCE 


The wholesale sales volume 
for January was considered 
fairly satisfactory. The ma- 
jority of jobbers report sales 
for the month from five to ten 
per cent under those of a year 
ago. 

* * & 

The price tendency has re- 
sulted in a cautious attitude 
on the part of buyers who are 
ordering in abnormally small 
quantities. 

* 8 & 

A recent survey reveals the 
buying power of New York is 
12.44 per cent of that of the 
entire United States. Resi- 
dential construction is show- 
ing a slight increase over a 
year ago. 

* % & 

Several price changes have 
recently become effective. The 
credit situation remains un- 
changed, with collections 
being generally slow. 











per cent greater than the per capita 
industrial wealth of the nation. 

The analysis for the State area as 
a whole shows that it contains nearly 
17 per cent of the wealth of the 
United States, has a population of 
16,517,121, which is 12.8 per cent of 
the total population of the country, 
and that the per capita wealth is 30 
per cent higher than that of the 
country as a whole in terms of buy- 
ing power. 


GOODS IN DEMAND 

A wide variety of merchandise is 
enjoying a moderate demand. House- 
wares, especially kitchen equipment 
and similar items, are moving in a 
healthy volume. Electrical goods, 
with the exception of electrical ap- 
pliances, is enjoying a fairly good 
demand. Carpet sweepers, floor 
waxers, cleaners and polishes are 
active. Heavy hardware is dull. In- 
terior paints are in fair demand. A 
better demand is developing for tools 
of the household type. On future 
orders for later delivery, garden 
tools, grass hooks, grass shears, lawn 
mowers, grass catchers, hose, lawn 
rollers, screen wire, poultry netting 
and lawn fence are the most promi- 
nent items. 


CONSTRUCTION 
Residential building in the metro- 
politan area for 19 business days 
ended Jan. 23 totaled $13,883,200, 


January Sales Were Fairly Satisfactory 
Price Tendency Has Retarded Buying 


against $13,719,300 for 1930, an in- 
crease of 1.2 per cent, F. W. Dodge 
Corp. reported recently. Total con- 
struction awards for the period were 
$42,820,800, against $66,882,600 in 
the same period last year. 

It is believed that the increased 
activity im residential construction 
which has been predicted will result 
in a better demand for tools and 
builders’ hardware as spring build- 
ing projects get under way. 


WHOLESALE TRADE 

The decline in December from the 
corresponding month of the previous 
year in wholesale trade was smaller 
than for any previous month since 
May, according to the Federal Re- 
serve Board of New York. The de- 
cline amounted to 15 per cent. Both 
department store and chain store 
sales were lower. 

“The volume of December business 
done by wholesale dealers in this dis- 
trict averaged 15 per cent smaller 
than in December, 1929, the smallest 
decrease from a year previous since 
May,” it is declared. “Yardage sales 
of silk goods reported by the Silk 
Association of America showed a 12 
per cent increase over a year previ- 
ous in December, following a 2 per 
cent increase in November, and 
wholesale drug dealers reported an 
increase in sales for the first time 
since September. However, the sales 
of cotton goods, hardware and sta- 
tionery were over 20 per cent smaller 
than a year ago, and sales of gro- . 
ceries, men’s clothing, shoes, paper, 
jewelry and diamonds continued to be 
considerably below the year previous, 
although in several of these lines the 
reductions were not as large as in 
November.” 


PRICE REVISIONS 

Effective Feb. 1 it is announced 
that the dealer discount on O-Cedar 
products will be 33 1/3 per cent and 
it is said that wholesalers will not 
be allowed to deviate from the estab- 
lished discount mentioned. A _ dis- 
count of 60 per cent off list now pre- 
vails on ornamental lawn fence, 
Some weakness has developed in the 
prices established on bronze screen 
wire and poultry netting. Several 
minor price revisions have become 
effective and most changes are to a 
slightly lower basis. Prices on Her- 
cules drain pipe cleaner, pipe joint 
compound and boiler liquid have been 
reduced. 


THE CREDIT SITUATION 
The credit situation has shown 
little change. Collections are gen- 
erally slow, although most jobbers 
declare they are holding up as well 
as could be expected in view of con- 
ditions. 
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STRONG LADDERS 
LIGHT 
Babcoc LO! QUALITY 
TRADE MARK 


AIR DRIED: FULL STRENGTH = 
EXTENSION LADDERS 


FULL SIZE STOCK. BOTH TOP AND BOTTOM 
SECTIONS SAME SIZE. 


RAIL STOCK INCREASED WITH LENGTH 
OAK and ASH 


HAND SPLIT AND HAND SHAVED RUNGS 
ABSOLUTELY STRAIGHT GRAINED 
SAFEST AND MOST DURABLE 


, Get New Booklet 
ere —— 
CADMIUM PLATE 
USED ON ALL HARDWARE AND erm 


STRONG and SAFE 


YOU CAN’T AFFORD TO SELL YOUR CUSTOMER 
ANYTHING BUT THE BEST TO RISK HIS LIFE ON 


Get New January Ist Prices on this 
GOOD LINE 


ORDER NOW — SPRING DATING 
W. W. BABCOCK CO., BATH, N. Y. 
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BOSTON: 


(Boston office of HARDWARE AGE) 
FEBRUARY 3. 


OBBERS’ sales slipped off during 
a) ix last week in January, and, in 
some instances, quite 2 little. 
January bookings, however, were bet- 
ter than most jobbers anticipated. 
Current retail buying is very largely 
of staple merchandise and based on 
depleted stocks, not on public buying. 
As a matter of fact, the average of 
those retail dealers interviewed the 
past week say their sales either show 
little gain or are declining. There is 
little incentive, owing to general busi- 
ness conditions, for a man or woman 
to go into a retail hardware store 
unless one or more bargains are to be 
had, according to all dealers. 
Retailers, in general, will not buy 
futures, no matter how good an argu- 
ment the jobber’s salesman puts up. 
There has been and is, some buying, 
of course, especially of merchandise 
that will not be delivered until Febru- 
ary 15 to 28, or in March, with an 
April or May dating, but the amount 
of such business on jobbers’ books 
probably is less than usual at this 
time of the year. There is compara- 
tively little pessimism, but almost no 
confidence in the future, and under 
the circumstances there naturally is 
little desire to anticipate wants. 


PRICE BIG FACTOR 


Business today, according to both 
jobber and retailer, has apparently 
simmered down to a question of price. 
It matters little apparently how 
timely goods offered are, but price is 
everything. Quality of product isn’t 
one, two, three, but the price is an- 
other thing. Jobbers have come to 
the conclusion that in order to stimu- 
late the retailers’ interest they must 
offer inducements, and that such in- 
ducements must be based on price. 
So they are selling such things as 
flashlights, pruning shears and ther- 
mometers, etc., at prices the retail 
dealer cannot very well ignore. 

Although the average manufacturer 
is not coming out openly with price 
concessions, he is, in various ways, 
either by assortments, or free display 
cases, or special prices on one item 
for a limited time, or by various other 
subterfuges, offering goods at lower 
cost to the jobber, and the jobber, in 





AT A GLANCE 


January Jobbers’ Sales 
Were Better Than Generally 


Expected. 
* * * 

Amount of Future Sales On 
Jobbers’ Books Smaller Than 
Usual. 

x ok * 

Business Today Simmering 
Down To Question Of Price. 
x ok * 

Hardware Trade Pinning 
Hope on Spring Sales of 
Poultry Supplies and Garden 
and Farming Tools. 











turn, has or will pass such merchan- 
dise on to the retailer so that he, in 
turn, can induce the public into his 
store. The feeling that 1931 will be 
a year of keen competition, and that 
competition means lower prices, im- 
pregnates New England business in- 
terests. 


EVERYBODY SIDESTEPS 


One of the most difficult tasks a 
reporter of market conditions has is 
to obtain from a manufacturer or an 
influential man in the trade, a state- 
ment of their views of the future or 
current business conditions that is a 
real expression of belief. Must of 
them will sidestep with a’statement 
of confidence, while at the same time 
they are bending every effort to keep 
liquid cash holdings intact, and to 
reduce operating expenses by reduc- 
ing wages or working hours. 

It is true that shortly after Jan. 1, 
there was a slight increase in the 
number of employed, but since then 
plant activities have been tapering off 
so that today it can be said New 
England production in general is less 
than it was on Jan. 2. Retail stocks 
in general are abnormally low and be- 
cause of this fact manufacturers have 
expected increased sales. The gen- 
eral public is not spending money 
unless it has to and then only when 
it feels the goods are offered at bar- 
gain prices. There is nothing basic 
to warrant the belief that public at- 
titude will change for a long time, 
so the retailer sees no logical reason 
why he should stock up with goods 


Jobbers’ Sales Are Slipping Off 
Retail Sales Show Little Gain 


that he may have to carry until next 
fall. This last assertion is based on 
statements by retailers themselves. 


WATCHING CREDITS 


Hardware and other retailers are 
watching credits probably as never 
before. It has been necessary to do 
so because of the growing difficulty 
to collect on charge accounts. Slow- 
pays have been completely cut off 
until they are in good standing again. 
Great care is taken to prohibit other 
charge accounts to exceed a certain 
purchase level. 

In jobbing circles, hardware 
firms are mighty careful how much 
they allow slow-pays to purchase. 
Hardware jobbers, as a rule, how- 
ever, are.infinitely better off on 
frozen credits than are those in other 
lines, and steps are being taken to 
prevent any inflation of poor accounts. 
Unless business improves during this 
quarter it is openly stated that addi- 
tional pressure will be brought to 
bear on creditors who have been tem- 
porarily shut off. 


PIN HOPE ON SPRING 


Retailers and jobbers of hardware 
alike are pinning their hopes to a 
large degree on spring, It is believed 
that poultry raising, gardening. and 
farming will be carried on in New 
England to a “greater degree than 
ever before. It is figured that with 
so many out of work it will be possi- 
ble to obtain labor at reduced rates. 
The cost of feeds has come down suf- 
ficiently to permit poultry raising de- 
spite the current low cost of eggs, 
and the cost of fertilizer assuredly is 
sufficiently low to encourage vege- 
table raising and the production of 
other farm crops. If there is an in- 
crease in outdoor work it is figured 
sales of poultry supplies, garden and 
farming tools will mount rapidly be- 
cause retail stocks of such merchan- 
dise are small. 


NO PRICE CHANGES 


No price changes of importance are 
reported by shelf hardware jobbers. 
Here and there individual items have 
been reduced slightly in cost, but so 
far as general reductions in lines go. 
there is nothing doing. 
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The Most Popular Selling Line 


The outstanding QUALITY of Continental Window 
Screens, Screen Doors and Combination Screen and 
Continental Window Screen Storm Doors has made these well known Screen Prod- 
ucts the most popular and profitable selling line for 
nearly 30 years. 





Continental products are built to last longest, sell at 


reasonable prices, and give your customers such endur- 
ing satisfaction that they will gladly recommend them 
to others. This means additional sales and increased 
business and profits for you. 





Window Screens and Doors 


combine practical features which insure rapid 
turnover. They are made of the best selected 
lumber, thoroughly seasoned. The wood parts 
are accurately machined. Only the best grades of 
wire cloth are used in their construction. 


There is never any possibility of the wire pulling 
loose. Rigid inspection eliminates imperfections. 


The superior construction of Continental Screens 
and Doors will enable the dealer te HOLD the 
screen business which often goes to carpenter shops 
Continental Screen Door and made-to-order screen factories. 





Your jobber can ship promptly right from 
stock or in Continental Distribution Cars. 


Order NOW and be ready for Spring trade. 


CONTINENTAL SCREEN CO. 
Detroit, Michigan 








Storm Panel 
IN WINTER 
Keeps out Cold 


ETT IRIR  emRamRam 


Screen Panel 
IN SUMMER 
Keeps out Flies 
Conserves Health 





Continental 
Combination Screen and Storm Door 














— a a aia HARDWARE AGE for FEBRUARY 5, 1931 





KANSAS CITY: 


(Kansas City office of HARDWARE AGE) 


KANSAS CITY, Feb. 3. 

O one knows what to make of 
N weather conditions in this ter- 

ritory. Whether spring actual- 
ly has arrived or not is a question, 
but the warm temperatures justify 
the belief that if any winter is yet 
in the offing it will not be severe. It 
is only a few weeks until winter is 
officially over. There have been a few 
small rains, but they were drizzles 
rather than spring showers. Many 
lines of hardware have been serious- 
ly affected by this unseasonable 
weather, some being entirely cur- 
tailed. Painters are afraid to do 
any outside work for fear that old 
man weather may be only fooling. Of 
course, inside paints have not been 
affected, and interior enamels, var- 
nish and shellac are being used every 
day for repair work. Putty is not 
greatly affected, but has been slowed 
up somewhat lately. 


RETAIL SENTIMENT 


The large attendance at the west- 
ern hardware convention is taken to 
mean that there is a certain amount 
of optimistic sentiment in the trade 
as a whole. It is a possibility that 
general volume in hardware may be 
stimulated as a result of a great 
amount of interest on the part of the 
public in the displays of quality mer- 
chandise. Much stress was placed on 
standard, high-grade goods, and it 
appears that purchasers are begin- 
ning to be won over by this appeal. 


COLLECTIONS 


The credit situation is reported as 
only fair, though collections are 
rather spotty. Not much is expected 
during this month, so jobbers do not 
feel a great amount of concern. The 
common belief is that as long as gen- 
eral volume of business is low, col- 
lections will tend to be slow. The 
whole question is to a certain extent 
dependent on the farmer; at present 
his financial condition is not very 
strong, hence he is not always able 
to meet his obligations to the dealer 
promptly. However, even in this sit- 
uation there is one fact which has 
a tendency to keep money moving. 
Being unable to correctly anticipate 
the demand that will be made on 
their stocks, dealers buy in smaller 
quantities than they later find is justi- 
fied, with the result that they pay 
for their hand-to-mouth orders early 
rather than let a debt pile up. It is 
true that many farmers are in such 
financial condition as would warrant 
their spending more money, but the 
extremely low price of farm products 
has a dampening effect on their de- 
sire to purchase goods they need. As 
soon as farm prices begin to return 





AT A GLANCE 


Warm temperatures have 
retarded the demand. The 
large attendance at the West- 
ern Hardware convention: in- 
dicates a certain amount of 
optimistic sentiment in the 
trade. 

* % #& 

The credit situation is only 
fair. Low prices for farm 
products have had an adverse 
effect. Some spring lines are 
in good demand. 

* % % 

Small household tools are 
in fair demand, stimulated to 
some extent by the prevailing 
low prices. Electric washers 
are active. 

* % ¥ 

Price declines are effective 
on sash cord. Some types of 
galvanized and tinware are 
showing price weakness. Nail 
prices appear to be stabilized. 











to normalcy, collections may be ex- 
pected to improve. 


CURRENT DEMAND 


One sign of spring is manifest in 
the increased sales of bird cages. 
This item is more or less in the lime- 
light the year around, but lately has 
displayed signs of increased activ- 
ity. The warm weather has brought 
stove business practically to a stand- 
still. However, a few scattered or- 
ders are being booked for oil stoves. 
General household goods are enjoying 
a fair call, due probably to the spring- 
like weather that has prevailed. Fur- 
niture polish, mops, waxes and brooms 
are among the lines affected. Alumi- 
num ware developed some momentum 
during the hardware show. Electrical 
items also were given added impetus 
by the displays at the show and seem 
to be consistently one of the dealer’s 
best bets. 

In the tool line there is little active 
except small machine tool appliances 
for the home workshop. Hammers 
and saws are experiencing a fair de- 
mand. Tool prices are generally low, 
a fact which tends to keep things mov- 
ing along to a certain extent. 


OTHER ACTIVE ITEMS 


One retail dealer reports his elec- 
tric washer sales have been surpris- 
ingly good lately, though probably this 
may not be true of the majority of 
dealers. The same store shows a bet- 


Mild Weather Retards Activity 
Credit Situation Is Only Fair 


ter builders’ hardware booking for 
this month than for last January. 
The gain is attributed to the open 
weather and to the fact that Kansas 
City has a larger building program 
this year. Two items especially active 
are chain door locks and night latches. 


PRICE REVISIONS 


A 10 per cent decline in prices of 
the better quality sash cord is in ef- 
fect. Certain classes of galvanized 
ware and tinware are also displaying 
moderate weakness. The price of 
nails appears stabilized and the de- 
mand has been good. Screen wire 
prices are announced as the same as 
last year. 


CROP CONDITIONS 


The reports of salesmen coming in 
off their territories indicate that the 
crop condition is generally good. 
Farmers are preparing to seed oats 
and corn. 





Survey Reveals 1% Credit Loss 
in 20 Billion Retail Business 


American people are fundamentally 
honest, the National Retail Credit 
Survey, recently completed by the De- 
partment of Commerce, shows, it was 
declared by Edwin B. George, chief of 
the marketing service division of the 
Bureau of Foreign and Domestic Com- 
merce. With an annual volume of 
retail credit business apparently in 
excess of $20,000,000,000, annual 
credit losses, many of them avoidable, 
approximate $200,000,000, he said. 

“The survey of retail credit prac- 
tices is the first nation-wide check on 
credit made in American history. It 
has opened to us a wealth of new 
knowledge on many matters which 
hitherto lay in the limbo of guess- 
work. It has given to the individual 
retailer and wholesaler a basis for 
comparing his credit practices with 
those of others in his field, and there- 
by their wisdom or unwisdom. It has 
given us an insight into the tangle of 
credit growth in the last decade that 
now occupies an important but not 
entirely understood place in our na- 
tional business system.” 

Electrical appliance stores had the 
highest credit loss, 1.5 per cent. Radio 
sets and supply stores were second, 
with open credit loss of 1.4 per cent. 
Department stores kept the tightest 
grip on their business of all, thereby 
escaping with a loss of only 0.4 per 
cent, 

“The average loss from bad debts 
on installment sales was 1.2 per cent. 
General clothing stores led with 8 per 
cent, while coal, wood, lumber and 
building material dealers brought up 
the rear with 0.2 per cent.” 
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* SAMSON SPOT SASH CORD is solid braided of We also manufacture other sash cords, as well as SAM- 
extra quality cotton yarn, and is warranted free from = SON SMALL LINES, SAMSON SOLID BRAIDED 
imperfection in braid or finish. It is the most durable ROPE, PHOENIX AWNING LINE, BLACK-BIRD 
material for hanging windows, outwearing all substi- CLOTHES LINE, other solid braided cotton cords 
tutes. PHOENIX SASH CORD is uniform, reliable, for all purposes, and NASHOBA GLAZED (OOs KO). 
PratemrteeCocicahmearuae TWINE. Send for CATALOG. 
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H. J. HODGE 
Secretary 


HE Western Retail Imple- 
ment and Hardware Associ- 
ation held its annual conven- 
tion in Kansas City, Jan. 20 
to 23, with the largest attendance 
record in its history. It also pre- 
sented one of the greatest exhibits 
of hardware and implements since 
the organization of the association 
over forty years ago. This associ- 
ation is the largest of its kind in 
the United States and has a mem- 
bership of over 2300 retail dealers. 
It is estimated that the conven- 
tion drew more than twenty-five 
hundred people to Kansas City 
during its meetings. 

The program of the convention 
was of exceptionally high order 
and the interest of the members 
in the problems of their business 
was reflected in a heavy attend- 
ance at all of the sessions. One 
full day was devoted to hardware 
and the attendance at the sessions 
that day were the largest of which 
the secretary has any record. 

Mr. A. A. Doerr, Larned, Kan., 
acted as the presiding officer in the 
absence of Murray M. Smith, Clay 
Center, Kan., president, who was 
unable to attend because of illness. 
Mr. Smith was chosen president 
several months ago to fill the unex- 
pired term of Thomas B. Shannon, 
who resigned and retired from the 
hardware and implement business. 

According to custom, the con- 
vention started off with a bang on 
Monday evening, Jan. 19, at which 


Western Convention Largest in History 


CLAYTON LEHMAN 
New President 


time the members were entertained 
at a banquet by the Kansas City 
Implement, Hardware and Tractor 
Club. Conrad Mann, president of 
the Kansas City Chamber of Com- 
merce, was the speaker, followed by 
a very enjoyable entertainment 
program. 

The Tuesday session was de- 
voted to implements, with Dr. F. 
D. Farrell, president, Kansas State 
Agricultural College, as _ the 
speaker. He was followed by 
Acting President Doerr. At this 
session Secretary Herbert J. 
Hodge presented his annual report, 
dealing largely with association 
matters and problems of associ- 
ation interest. Mr. Hodge strongly 
indicted the so-called curbstone 
dealer of implements, and pre- 
dicted that he would soon pass out 
of the picture. He also strongly 
condemned the merchandising tac- 
tics of certain utility groups and 
urged proper resolutions covering 
the subject. He reaffirmed the 
association’s endorsement of the 
Capper-Kelly Bill, and observed 
that an investigation conducted by 
that body revealed that practically 
all of the manufacturers, jobbers 
and dealers questioned had replied 
that they were heartily in favor of 
the measure. Secretary Hodge, 


who has looked after the affairs of - 


the association for many years, 
was enthusiastic over the record 
made during the past year. De- 
spite adverse conditions, the mem- 
bership had remained practically 
the same, with an even greater as- 
sociation activity. It may be 





ALBERT A. DOERR 
Acting President 


stated here that the credit for this. 
remarkable achievement is due al- 
most entirely to the loyal and effi- 
cient service of Secretary Hodge. 
himself, and is so acknowledged by 
the membership. 

Wednesday, Jan. 20, was desig- 
nated as Hardware Day, and the 
program centered around hard- 
ware problems. The principal ad- 
dress of this session was delivered 
by Mr. Llew S. Soule, editor, 
HARDWARE AGE, and dealt largely 
with the problem of public utility 
merchandising. The subject, ac- 
cording to the program, was Chain 
Stores, but because of the insistent 
demand of those present it was 
changed to utilities and their mer- 
chandising activities. 

Mr. Soule dealt briefly with the. 
chains, ascribing their’ early 
growth to the inefficiency of inde- 
pendent dealers, and to the use of 
better methods of advertising and 
display. The greatest danger to- 
day, so far as the chain stores are 
concerned, he said, is in following 
the chains too far; in aping their 
methods to a point where the in- 
dependent hardware store becomes 
more of a glorified ten-cent store 
than a high grade service and value 
establishment. 

He then turned his attention to 
the matter of utilities merchan- 
dising, and declared that the sell- 
ing of merchandise by these or- 
ganizations presented an oppor- 

(Continued on page 112) 
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A Product 


for a Waiting Market 


OTHING has ever been invented to take the place of a wheel- 


barrow for dozens of jobs around the house, the lawn and garden. 


Every year those leading hardware dealers who stock and display 
the General home barrow for home use, do a fine business—a 


business that is just that much plus. 


The home barrow illustrated above is our No. 100, a sturdy, steel 
leg, steel tray barrow of three cubic foot capacity salable for general 


home use and for light contracting work. 


Here is a product for a known, waiting market, a product that is 


profitable to stock all the time. Write for descriptive literature. 


GENERAL WHEELBARROW COMPANY 


Makers of Speedbarrows and Concrete Carts, Road Grader Blades, Scrape 2rs, 
Sa lamanders, Coal Chutes, Agricultural Implements, Plow Bhasas 


3140 EAST 65th STREET ... CLEVELAND, OHIO 
Associated Companies: GENERAL WHEELBARROW CO. - THE EMPIRE PLOW CO. 





The Wheelbarrow with Orange Handles 
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OF KIN 
TAPES 


Steel and Woven 
All Patterns 





RULES 


Wood, Steel and 
Aluminum Rules, 
Mechinists Scales. 











Micrometers, Calipers, 
Combination Sets, 
Gauges, etc. 





Every item in the line is fully guar- 
anteed for accuracy, workmanship 
and material. The demand for 
LUFKIN goods is established and 
steadily increasing. 


Distributed thru Jobbers 
Send for Catalog 


THE [UFKIN fpULe (0. 
SAGINAW, MICHIGAN 


106 Lafayette St., New York City 
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(Continued from page 110) 


tunity for acts inimical to the in- 
terests of the retail dealer, the 
jobber, the manufacturer and the 
public. It also, he added, may be 
inimical to the interests of the 
utility companies themselves. If 
the utility companies are allowed to 
sell merchandise, he said, they can, 
because of their ability to operate 


their merchandise departments 
on a no-profit basis, eventually 
eliminate competition. With com- 


petition eliminated, they can con- 
fine their sales to such appliances 
as they choose. Since their object 
is to increase power load, they can, 
if they choose, sell only such appli- 
ances as consume a maximum of 
that power. By charging mer- 


chandise losses to general operat- ° 


ing costs, they can increase the 
basis on which service rates are 
based. What the consumer might 
save in his appliance purchases 
could soon be wiped out by the 
power rates. 

Naturally, he said, the fact that 
the utility companies are selling 
appliances merely to increase their 
power loads gives them an oppor- 
tunity to sell at low prices and on 
ridiculous terms which cannot prof- 
itably be met by independent mer- 
chants. We have no quarrel with 
utility companies as such, he said, 


| or with the men who comprise 








them. They are human beings 
just as we are, and actuated by the 
same motives. We will get no- 
where by simply villifying them 
and calling them names. It is not 
the men, but the principle back of 
utilities merchandising that is at 
fault. In that principle there is 
an opportunity for unfairness and 
for acts inimical to public interest. 
For that reason, the utility com- 
panies should refrain from selling 
anything but the service they were 
chartered to sell. I believe, he 
continued, that this would be to 
their interest as well as to the in- 
terest of the public, since it would 
create a good will which would be 
of tremendous value to the utili- 
ties in the years to come. 

Any serious consideration of the 
question, said Mr. Soule, should 
take into consideration the three 
methods in practice by utilities to- 
day. 

1—Where the utility company 
sells merchandise under a ruthless 
competitive policy, which reeks 
with cut prices, trade-ins, premi- 
ums and ridiculous terms. 


2—Where the company main- 
tains a merchandising department 
but sells on an ethical basis and 
cooperates with the established 
merchants. 

3—Where the utility company 
does no direct merchandising, but 
confines. its promotional efforts to 
increasing sales through estab- 
lished channels. 

He then gave numerous exam- 
ples of the three types, with 
especial attention to conditions 
which exist in Pittsburgh, Pa., and 
Cleveland, Ohio. While I am un- 
alterably opposed to the principle 
of utility merchandising, he said, 
I believe that if conditions in all 
parts of the country were like 
those existing in Pittsburgh, 
where the utility company mer- 
chandises but also cooperates with 
the merchants, there would never 
have been the present agitation on 
the subject. At the same time, he 
added,. .conditions in Cleveland, 
where the utility does not directly 
sell any merchandise, prove that 
power load can be built in a satis- 
factory manner, without actually 
engaging in merchandising. 

He urged dealers to work with 
their friends in various organiza- 
tions in an effort to correct the 
present situation. In this connec- 
tion he called attention to the ef- 
forts of the Fair Merchandising 
Association in getting remedial 
legislation and advised dealers to 
actively affiliate themselves with 
the movement. At the same time 
he warned “that legislative rem- 
edies would be slow, and that there 
would undoubtedly be legal actions 
following; that it might take sev- 
eral years before the constitution- 
ality of any laws on the subject 
could be settled. Meanwhile it be- 
hooved the dealers to have patience 
and to work in every way possible 
to bring public sentiment to bear 
on the subject. 

At the close of Mr. Soule’s talk 
a rising vote of thanks was ten- 
dered him, and the matter was re- 
ferred to the Resolutions Commit- 
tee for action. 

The afternoon session was in the 
form of an advertising round table, 
under the efficient leadership of 
Vice-President J. D. Reynolds, 
Carthage, Mo. Mr. Reynolds has 
given considerable time and effort 
to the subject, and the resulting 
meeting was one of the outstand- 

















HARDWARE AGE for FEBRUARY 5, 1931 


113 





ingly interesting and valuable ones 
of the convention. 

The principal speakers were Mr. 
Ray Lloyd, of the Kansas City 
Advertising Club; Mr. Llew S. 
Soule, HARDWARE AGE; Mr. Rey- 
nolds and Acting President Doerr 
of the Western Association. 

At the Tuesday evening session 
the members enjoyed the novelty 
of listening to an address by Mrs. 
Ellen Newman of Valley Falls, 
Kan. Mrs. Newman is actively 
engaged in the implement business 
and knows that business as well 
as any man who ever, sold a plow. 
Her address was among the best 
of those presented at the conven- 
tion, 

Another feature of the conven- 
tion was the report of the Trade 
Relations Committee presented by 
J. F. Goodman, Kansas City, Mo. 
In this report Mr. Goodman told 
of the efforts to work out a plan 
for closer cooperation between 
dealers and jobbers. Among the 
things touched upon in the report 
was the practice of some jobbers 
in selling goods to chain stores 
and mail order houses, at prices 
lower than those given the retail 
dealers. He also touched on the 
subject of selling goods to various 
corporations for the use of indi- 
viduals in those organizations. It 
was suggested that wholesalers and 
their employees set an example by 
buying all of their own hardware 
wants from regular retail stores at 
regular retail prices. Nothing would 
lend a greater moral effect to 
the “buy from the retailer’ cam- 
paign, said the report, than for the 


wholesalers and their employees to 
come out 100 per cent for the pol- 
icy of placing their own private 
purchases through retail stores. 

The final session was of a busi- 
ness nature, including committee 
reports and the election of officers. 
Among the resolutions adopted 
were the following: Resolved, That 
this association endorses House Bill 
No. 11, the so-called Capper-Kelly 
bill and earnestly urge its passage. 
Resolved, That it is the sense of 
this association, representing over 
2000 retail dealers, that legisla- 
tion, both State and national, be 
urged, prohibiting public utilities 
from manufacturing, wholesaling 
or retailing merchandise of any 
sort which is not the product or 
by-product of manufacturing or 
distributing gas, electricity, ice or 
other public service. It is further 
resolved, that the association as a 
whole and its members individu- 
ally, take an active part in the 
furtherance of such legislation, 
and that the board of directors be 
authorized to take such action and 
spend such funds in support of this 
legislation as in their judgment 
may be necessary, and that we co- 
operate with other organizations 
working along the same lines. 

The following officers were elect- 
ed for the coming year: Presi- 
dent, Clayton Lehman, Newton, 
Kan., vice-president, J. D. Rey- 
nolds, Carthage, Mo.; director for 
the unexpired term of Mr. 
Reynolds, F. E. Milner, Miami, 
Okla.; directors for full terms, 
Clarence G. Nevins, Dodge City, 
Kan.; Jere Kimmel, Robinson, Kan. 





An Unusual Chum 


Henry Black’s father goes fishing 
with him, 
And goes in the creek so’s to 
teach him to swim; 
He talks to him just like they’re 
awful close chums, 
And sometimes at night he helps 
Henry do sums; 
And once he showed Henry how he 
used to make 
A basket by whittling a peach 
stone, and take 
The bark off of willows for whistles, 
although 
He hadn’t made one since a long 
time ago. 


Henry ‘Black’s father will take him 
to stay 
Somewhere in the woods for a 
half holiday, 
And wear his old clothes and bring 
home a big sack 
Of hickories and walnuts to help 
Henry crack; 
And sit on a dead log somewhere 
in the shade 
And eat big sandwiches Henry’s 
Mother has made; 
And Henry Black’s father, he don’t 
seem as though 
He’s more than his uncle, he likes 
Henry so. 
J. W. FOLEY. 


—————————— 
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Your 
Spring 
Buying 
List... 


For your convenience, we list be- 
low the full line of American Swiss 
Mechanics’ Hand Tools. 


If you have had calls during the 
past year for any of these items or 
if you contemplate increasing your 
line of quality mechanics’ hand 
tools, we suggest you investigate 
the American Swiss Brand. 


This nationally known line of 
tools and files is backed by over 30 
years of conscientious file making 
and enjoys an enviable reputation 
both with hardware dealers and 
mechanics. 


Awls, Marking 
Blow Pipes, Brass 
Bobs, Plumb, Brass 
Chisels 
Cold, Granite Work- 
ers’, Round, Dia- 
mond Nose, Cape, 
Brick, Ripping, Oil 
Groove, Tile Set- 
ters’, Yarning, Calk- 
ing, Floor, Box, 
Plumbers’, Plugging 
Cotter Pin Extractors 
Countersinks, Rose 
Cutters 
E. W. Dresser, 
Washer, Lace 
Dressers 
Emery Wheel 
Drills 
Plug, Stone, Star, 
Tile 


Grinders, Valve 
Hammers, Tile 


Holders, Knurl 
Hooks, Box 
Jointers, Masons’, Fiat 
Knurls 
Pinch Bars 
Punches 
Oct. Pin, Solid, 
Center, Prick, Pin, 
Drift, Arch, Metal, 
Saddlers’, Tinners’ 
Reamers 
Fluted, Burring 
Screw Drivers 
Cabinet, Clock, 
Double End, Rachet 
Serew Driver Bits 
Sets 
Knurl, Nail, Rivet 
Steel Scrapers 
Bearing, Oval 
Wrenches 
Brace, Socket, Ad- 
justable Tap 

















Write for catalog and list prices. 


American Swiss Tools are handled by 
wholesale distributors of quality tools. 


AMERICAN SWISS FILE & TOOL CO. 
400 Trumbull St. 


Tre 


Elizabeth, N. J. 


SwisS 


MECHANICS’ HAND 


TOOLS 


PRECISION FILES AND KNURLS 
Buy from your Distributor 
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MID-/TATES fenceis 


better becaure of 


Zinc-Blended Wire‘ 


There is a definite reason for our 
claims of longer life for the three 
brands of Mid-States Fence .. . 
Adrian Stiff Stay, Star Stiff Stay 
and Ben Hur Wrap Stay . . . that 
reason is ZINC-BLENDED WIRE. 


Ever since the invention of the old galva- 
nizing process, manufacturers have realized 
that the life of the wire could be extended 
if a thicker coating of protective zinc could 
be put on it. Until the perfection of the 
process we use, however, this could not be 
done. If more than the very thinnest layer 
of zinc was put on the wire, it had a ten- 
dency to chip off when the wire was bent. 
ZINC-BLENDED Wire carries two or three 
times as much zinc as the old galvanized 
wire did and its life is longer in proportion. 





In this process a patented heat treatment 
blends the zinc with the copper bearing 
steel wire. The wire, after the heavy coat- 
ing of zinc has been applied, is subjected 
to great heat for a very short time. The 
steel and zinc are partly melted and form 
an alloy where they come in contact, and 
the two metals are bonded together as 
tightly as one. 


Mid-States fence soon shows its superiority 
in the fields . . . it makes farmer friends 
and leads not only to the sale of more 
fence, but also to sales of other supplies 
and equipment necessary to the modern 
farm. Write for information on open retail 
er and the Mid-States Merchandising 
an. 


*(ZINC-BLENDED Wire is produced 
by the GALVANNEALING Process 
under License Arrangement.) 


MID- STATES 


STEEL ond WIRE Co. 
CRAWFORDSVILLE, IND. 










G. W. SKIDMORE 
New President 


J. M. WILLIAMS 
Retiring President 


J. M. STONE 
Secretary 


Kentucky Convention Attracts 1000 


ARDWARE dealers from Ken- 
tucky’s Mountain, Bluegrass, 
Beargrass, Pennyrile and 
Purchase _ neighborhoods, 

gathered at the Brown Hotel, Louis- 
ville, for the 31st annual convention 
of the Kentucky Hardware and Imple- 
ment Association. The four days of 
conference, lectures, demonstration 
and exhibitions drew 1000 members 
and associates to the event, which 
opened Tuesday, Jan. 20, and closed 
Friday, Jan. 23. 

J. M. Williams, Beaver Dam, presi- 
dent, formally opened the convention. 
He urged the merchants to have faith 
in the future, quoting signs and au- 
thorities to the effect that the imme- 
diate future holds bright promise of 
improved commercial conditions for 
the hardware and implement dealers. 

W. B. Allen, Palo Alto, Cal., presi- 
dent of the National Retail Hardware 
Association and guest of honor of the 
Kentuckians, spoke at the opening 
session. 

Veach C. Redd of Cynthiana de- 
scribed “My Job as a Hardware Re- 
tailer.” In the course of his address, 
Mr. Redd declared that statistics dis- 
close that the independent retailer is 
still doing about 65 per cent of the 
country’s retail business. He also 
stressed the fact that he has found 
the hardware dealers of the country, 
on a general average, have $3.00 in 
assets for every $1.00 in liabilities, a 
position which, he declared, might 
well be envied by a great many other 
lines of business. Mr. Redd then out- 
lined some of the fundamental fac- 
tors in a successful merchandising 
program. 

Luther R. Stein, Louisville, vice- 
president and general sales director, 
Belknap Hardware & Mfg. Co., chose 
as his topic “A Partnership Affair.” 
He emphasized the need of coopera- 
tion between wholesaler and dealer. 

E. B. Gallaher, president, Clover 
Mfg. Co., Norwalk, Conn., outlined his 


plan of “following through,” detail- 
ing various steps to be climbed in 
operating a successful hardware mer- 
chandising business. Wayland Smith, 
A. T. Byron, R. R. Arnold, W. H. 
Lowem and Owen Canty, all mem- 
bers of the Kentucky group, took part 
in the forum discussion which fel- 
lowed Mr. Gallaher’s talk. 

Stanley Sellers, Lebanon, Ohio, 
talked on “What the National Ped- 
eration of Implement Dealers Meaxs 
to the Retailer.” He spoke te a 
crowded auditorium. The speaker was 
manager of J. W. Lingo Hardware 
Co., Lebanon, Ohio. He has served as 
president of the National Federation 
as well as having been in the hard- 
ware business for many years. He 
described the value of the federation 
in legislative fights, in forming pro- 
grams and in obtaining men of im- 
portance to instruct its members in 
modern methods of conducting busi- 
ness. i 

“Hardware Store Management” 
was the theme of the second business 
session. The annual election alse was 
a feature of Wednesday’s program. 
George Skidmore, Elizabethtown, a be- 
loved member of the association, was 
elected to the office of president, to 
succeed Mr. Williams. W. T. Curtis, 
Burkesville, second vice-president, be- 
came first vice-president, and Dwight 
Fugate of Middlesboro became sec- 
ond vice-president. 

J. M. Stone, Louisville, was re- 
elected secretary-treasurer. Election 
was concluded with the naming of C. 
T. Blackwell, Henderson, and R. R. 
Arnold, Falmouth, members of the 
executive committee. 

Bob. Hunter, Nicholasville, past 
president of the group, was chairman 
of the nominating committee. He 
was assisted by Charles Young of 
Louisville and H. J. Landers of 
Elizabethtown. 

I. E. Douglas of Indianapolis, rep- 
resenting the National Retail Hard- 
ware Association, gave the talk sched- 
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uled on the program to be given by 
Harold W. Berwig of the association 
office. 

Other speakers on the Wednesday 
program included W. T. Curtis, R. 
M. Hunter, George W. Skidmore, C. 
H. Wadlington, H. A. Kopmyer, C. 
H. Jett and Edward Jansen. 

The visiting speaker was William 
Bethke, director, LaSalle Extension 
University, Chicago. His subject was 
“The Manager and the Man.” At the 
Thursday afternoon session President 
Williams presented the subject: “The 
Business of Selling.” Field Secretary 
Harold Firth, Illinois Retail Hard- 
ware Association, took it up and gave 
key address “Are You Sales 
Minded?” 

Others on the program were J. H. 
Lander, A. B. Rumley, Preston W. 
Ordway, Charles Zimmer and Jim 
Lockeridge. W. P. Hall spoke on 
“Planning Sales and Looking Ahead.” 
W. T. Fugate closed with a discus- 
sion of “Advertising.” 

Charles Colmesnile, Chicago, spoke 
on “Modern Display Selling.” A. W. 
Aiken, Chicago, described ‘“Success- 
ful Sales Methods.” Reports of the 
several regular and special commit- 
tees followed. 

Col. T. W. Vinson, assistant to the 
president of the Brown Hotel Co., 





A. G. SHANNON 
New President 





GEORGE PARK 
Pres. W. Va. Assn. 


presented the Kentucky Hardware and 
Implement Association with a beauti- 
ful walnut gavel with inscription 
plate. The gavel was accepted by 
President Williams. It was made of 
fine old walnut, which grew on the 
Rowan plantation in Bardstown, 
where Stephen Collins Foster wrote 
“My Old Kentucky Home.” 

Conspicuous because of her sex, yet 
modestly retiring, was Mrs. Estelle 
Mulberry, who since the death of her 
husband has run the Mulberry Hard- 
ware Co., at Sadieville, Ky. Mrs. 
Mulberry was the one woman dealer 
present who never missed a business 
session of the convention. 

Social activities arranged during 
the week were several luncheons. One 
was given to members by the asso- 
ciation and was scheduled for Tues- 
day. On Wednesday the ladies were 
guests at a theater party, and on 
Thursday they were entertained at 
luncheon and at a bridge party given 
on the roof garden of the hotel. 

A meeting of the officers and mem- 
bers of the executive committee will 
be held in June to plan the 1932 con- 
vention, which, it is said, will prob- 
ably be held at the Brown Hotel on 
the same general plan as this year’s 
meet. 





H. B. CLOWER 


Secretary-Treasurer 


West Virginia Association Protests 


Gross Sales Tax 


EMBERS of the West Vir- 
M ginia Hardware Associa- 

tion at their annual con- 

vention held in Charleston, 
W. Va., January 20 to 22, inclusive, 
adopted a_ resolution protesting 
against the gross sales tax, which 
is now effective in the State, and 
in its stead, suggested a tax on 
net incomes. Both the convention 


and exhibition held in connection 
were highly successful, dealer reg- 
istration being approximately at 
the one hundred mark. Sessions 
convened in the Assembly: Room of 
the Daniel Boone Hotel, while the 
exhibition was held in the State 
armory. H. B. Clower, Oak Hill, 
was elected secretary - treasurer, 
succeeding James B. Carson who 








| 


Forged and 
Chrome-Vanadium 
Steel, with the 
ARMSTRONG name 
mean strength 
to tool buyers 


ARMSTRONG-VANADIUM Wrenches embody 
the most effective sales points— established 
strength, improved desighs,recognized quality. 
They are longer, lighter, tiiinner, stronger. Their 
thin tapering jaws will take a firm grip where 
other wrenches cannot reach. They are guar- 
anteed not to break or spread. 


Beautiful tools—finished in nickel over copper 
with heads buffed bright—they come on 
attractive boards or in matched sets, in many 


new patterns. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Helder People” 


314 N. Francisco Ave., Chicago, U.S.A. 





Write for Catalog B-27, 
176 pages of Quality Tools 
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Klein Pliers—standard with 
master workmen everywhere—are 
backed with the Klein reputation 
of the finest tools that you can 
buy, regardless of price. Klein 
Pliers are made in a wide variety 
of styles to meet every need of 
the skilled workman. It will pay 
you to carry Kleins in stock. 
Check up now and order your 
supply from your jobber. 


Klein Pliers have been the stand- 
ard in public utilities and with 
master workmen “since 1857.”’ 


Mathias KLEI & Sons 


Chicago | 1USA 


3200 BELMONT AVE., CHICAGO 








has resigned. A resolution adopted 
by the association extended sin- 
cere thanks for the efficient service 
rendered by Mr. Carson. 

The twenty-fifth annual conven- 
tion of the association formally 





J. B. CARSON 
Retiring Sec.-Treas. 


opened with a luncheon at the con- 
vention headquarters. President 
George Park, Follansbee, served as 
toastmaster. Following the lunch- 
eon, the session theme, “Team 
Work in Hardware Merchandis- 
ing,” was discussed. Rivers Peter- 
son, editor Hardware Retailer, was 
the first speaker and “The Job of 
Retailing,” was his subject. He 
was followed by Lewis Herndon, 
an official of the Belknap Hard- 
ware Co., Louisville, Ky., who 
spoke on “A Joint Enterprise,” 
giving the viewpoint of the man- 
ufacturer. The concluding speaker 
at Tuesday’s session was Lou 
Braden, an officer of the Wyoming 
Shovel Works, who spoke from the 
standpoint of the ‘manufacturer, 
with “Following Through” as his 
topic. The remainder of the day 
was devoted to an inspection of 
the exhibition which, in the eve- 
nings, was open to the general 
public. , 

Mr. Park, president of the asso- 
ciation, delivered his annual mes- 
sage at the Wednesday morning 
session. In the absence of James 
B. Carson, secretary - treasurer, 
who was confined to his home in 
Dayton, Ohio, by illness, the an- 
nual report of the secretary was 
presented by Mr. Clower. 

The theme at the Wednesday 
session was “Retail Hardware 
Management.” Rivers Peterson, 
editor Hardware Retailer, opened 
the discussion with the subject, 
“Management Points the Way.” 
This was followed by a general 
discussion centering around the 





duties of a hardware merchant, 
embracing his obligations as a 
manager, how to control sales, how 
to control margin, how to eontrol 
expenses, how to control stocks and 
how to render service. 

The Wednesday morning session 
was conciuded with a demonstra- 
tion of association control ser- 
vices by John B. Conklin, director 
of service, Ohio Hardware Asso- 
ciation, Dayton, Ohio. The after- 
noon was again devoted to visit- 
ing the exhibits in the State 
armory. 

At Thursday’s session, the 
theme was “The Business of Buy- 
ing and Selling.” C. McD. England, 
Logan Hardware & Supply Co., 
Logan, was the first speaker and 
“Buying and Selling” was his 
topic. He was followed by R. B. 
Reed, Billings-Chapin Co., Cleve- 
land, Ohio, who discussed “The 
Future and Present and Profits in 
Paints and Varnishes for the 
Hardware Man.” Rivers Peterson, 
editor Hardware Retailer, then 
discussed “Making a Community 
Trade Survey,” which was fol- 
lowéd “by a general discussion of 
the topic from the floor. John B. 
Conklin, director of service, Ohio 
Hardware Association, Dayton, 
Ohio, was the last speaker of 
Thursday’s program and he gave a 
demonstration of “The Use of 
Talking Signs and Modern Display 
Selling.” 

The reports of the various com- 
mittees were then received and 
the resolutions which follow were 
adopted: 

“We, the members of the West 
Virginia Retail Hardware Associa- 
tion in regular annual meeting in 
the city of Charleston, do protest 
against the present gross sales 
tax which is unfair and detrimen- 
tal to the business development of 
our State, and we suggest in its 
place the enactment of a tax on 
net incomes and, further, that 
copies of this resolution be sent 
to the proper committees of our 
Senate and House of Delegates. 

“Be it hereby resolved that we, 
the members of the West Virginia 
Hardware Association in conven- 
tion at Charleston, W. Va., wish 
to express our appreciation to the 
city of Charleston, the manage- 
ment exhibitors, speakers, song 
leader, preacher, and all others 
who assisted in making this con- 
vention a success. 

“We further wish to thank Mr. 
Rivers Peterson for the excellent 
service he has rendered. 

“Be it further resolved, That we 
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extend our sincere thanks for the 
efficient service rendered by Mr. 
James B. Carson, our retiring sec- 
retary.” 

At the conclusion of the Thurs- 
day morning session, the follow- 
ing officers were elected: President, 
A. G. Shannon, Buckhannon; first 
vice-president, E. B. Pryor, Hunt- 
ington; second vice-president, Har- 
old Kane, Weston, and secretary, 
H. B. Clower, Oak Hill. The fol- 
lowing members now comprise the 
executive committee: A. J. Groves, 
Huntington; J. D. Hicks, Renick, 
and VY. A. Hall, Clarksburg. 

A banquet held Thursday night 
at convention headquarters brought 
the annual meeting to a close. 
W. E. R. Byrne, Charleston attor- 
ney, served as toastmaster. L. H. 


Buisch, of the National Cash Reg- 
ister Co., Dayton, Ohio, was the 
principal speaker and “Modern 
Merchandising” was his subject. 
The exhibits at the State ar- 
mory included a duplicate of the 
reaper invented by Cyrus Hall Mc- 
Cormick a century ago. The In- 
ternational Harvester Co., which 
was founded by McCormick, is 
observing the centennial by exhib- 
iting duplicates of the original 
invention at several conventions in 
various parts of the country. A 
new McCormick - Deering milker, 
the latest addition to the com- 
pany’s line of farm machinery, 
also was displayed. Approximate- 
ly thirty manufacturers and whole- 
salers were represented at the ex- 
hibition with display booths. 








J. H. SCHROEDER 
Retiring President 





E. W. HANSON 
New President 





JOHN BARTLETT 
Secretary 


Mountain States Association Takes Stand 


Against Public Utility Merchandising Abuses 


ISCUSSION of public utility 
merchandising abuses was 
led at the twenty-ninth an- 
nual convention of the Moun- 

tain States Hardware & Implement 
Association, held at the Cosmopolitan 
Hotel, Denver, Colo., Jan. 19-21, by E. 
W. Hanson, Broadway Hardware Co., 
Denver. Mr. Hanson was later elected 
president of the association for 1931. 
The convention drew a large at- 
tendance. 

Put before the convention was an 
extensive amount of specific data col- 
lected through questionnaires from 
Colorado, Wyoming and New Mexico 
members. Three out of four retail- 
ers reported that public utility com- 
petition was increasing in their com- 
munities, and that it constituted a se- 
rious problem. George O. Roberts, 
vice-president, Clovis, New Mexico, 
reported that the power company op- 
erating in his region had discontinued 
merchandising during recent months 
in several hundred Texas and New 
Mexico communities. 

Merchandise and current put on the 


same statement, free installation, 
terms which independent retailers 
could not possibly meet, were put for- 
ward as some of the abuses. 

The convention unanimously passed 
a motion calling for the appointment 
of a special committee to hold discus- 
sions with public utilities, and in other 
ways work for correction of present 
unfair practices. 

Taking as his theme a Biblical 
quotation, “Am I My _ Brother’s 
Keeper?” President J. H. Schroeder 
opened the convention with a ringing 
address in which practices of jobbers 
and manufacturers which were unfa- 
vorable to the retailer were con- 
demned. He called for elimination of 
these practices. 

Not forgetting the retailer, whose 
failure in many cases to adopt mod- 
ern practices, and provide attractive 
stores for consumers, was mentioned, 
President Schroeder summed up an ad- 
dress which precipitated an immediate 
discussion from the floor. C. B. Hies- 
ter, hardware department manager, 
Morey Mercantile Co., Denver, and H. 
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Apmstronc 
WRENCHES 


are above price 
competition — like 
gold pieces their 
worth is established 





People no longer haggle over the value of 
coins, gnd tool buyers—those who buy intelli- 
gently and often, who make your most profit- 
able customers—never question the price of a 
wrench that bears the Arm-and-Hammer Trade 
Mark. ARMSTRONG WRENCHES are accepted 
as the standard—in strength, design, material 


and workmanship. 


Drop forged from selected Carbon or Chrome- 
Vanadium steels, they come on boards, in 
boxes or in sets. 37 types, all sizes. They give 


satisfaction and build repeat business. 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 










Write for Catalog B-27, 
176 pages of Quality Tools 














118 


HARDWARE AGE for FEBRUARY 5, 1931 








KEES 


Hardware Specialties 
Bring Steady Profit 








Kees Improved Calf Weaner 


Here’s an item that scores of 
your farmer customers will buy 
on sight. There are no split 
keys, bolts or buckles to bother 
with. Just one snap and it’s 
on. 


Nothing to injure the calf’s 
nose. Balls are perfectly smooth 
—made of galvanized, pressed 
steel—won’t break. Prongs can 
be bent down if desired. Per- 
fectly humane. Write for sam- 
ple and catalog of many fast 
selling Kees Hardware and 
Building Specialties. 


F. D. KEES MFG. CO. 
Beatrice Nebraska 











Speed Up 
the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don’t wait for the 
iobber’s salesman. 


You may forget. 











B. Mize of Blish, Mize & Silliman, 
Atchison, Kan., were leading speakers. 
Paul J. Stokes, research director, 
National Retail Hardware Associa- 
tion, was present to sum up all ses- 
sions. Concrete, specific facts, based 
on personal experience, featured state- 
ments and addresses. 

Ted Harding, Canon City, Colo., told 
how, with personality, a hardware 
dealer could secure “big stuff” in or- 
ders. His store has sold goods amount- 
ing to many thousands of dollars to 
the contractors building the .“highest 
bridge in the world” over the Royal 
Gorge, near Canon City. 

John W. Valentine, Boulder, Colo., 
speaking on “The Study of New 
Lines,” related that last year three 
new lines introduced with an invest- 
ment of $1,200 produced $4,000 in 
sales. 

Ned R. Brown, Burlington, Colo., 
speaking on “Studying the Customer 
and His Needs,” emphasized in par- 
ticular the importance of studying the 
credit capacity of the customer. 

“Most hardware men are too lazy!” 
declared V. L. Erickson, general man- 
ager, George Mayer Hardware Co., 
Denver, Colo. 

The title of his address was “Man- 
agement Points the Way.” 

More intelligent management of 
salespeople was one of the great 
needs of the retail hardware trade, 
Mr. Erickson declared. 

W. W. McAllister, Boulder, Colo., 
told how business control got results 
for him, and how he carried it out. 
Time involved is little, result sure, he 
said. 

Speaking on “Salesmanship Inside 
the Store,” John B. Valentine of 
Boulder, son of John W. Valentine, 
gave a splendid exposition of the sub- 
ject, classifying the appeals and show- 
ing the selection of them in the indi- 
vidual situation. 

Harold Stevens, also of the Valen- 
tine Hardware Co., Boulder, gave an 
excellent demonstration of interior 
display selling. 

Ralph Kitely, Longmont Hardware 
Department Store, Longmont, Colo., 
gave an exposition of instalment 
credit principles. 

J. S. Rhein, Alliance, Neb., district 
governor, National Retail Hardware 
Association, spoke on “Are You Sales- 
Minded?” 

Osgood Murdock, editor, Hardware 
World, spoke on buying policies. O. 
L. Schumann, York Hardware Co., 
Denver, Colo., told of results from 
study of price lines, with emphasis put 
behind the prices which the public 
seemed most ready to pay. 

Richard Ham, Longmont, Colo., 
told how stock control had speeded up 
turnover in cutlery sales. Francis 
Early, Laramie, Wyo., favored concen- 
tration of purchases. 


M. L. Redell, Lowell-Moore Hard- 
ware Co., Fort Collins, Colo., spoke 
on “How We Watch Trends.” 

R. L. Patterson, Fort Morgan, Colo., 
was chairman for Implement Day, 
Wednesday, Jan. 21. There was a big 
turnout of implement members. His 
address was entitled “The Outlook for 
Implement Dealers in 1931.” 

E. P. Armknecht, chairman, trade 
relations committee, National Federa- 
tion of Implement Dealers’ Associa- 
tions, talked on “The Overhead of Im- 
plement Dealers.” Karl W. Farr, 
Greeley, Colo., spoke on “local clubs.” 

The trade-in problem was discussed 
by Charles Montandon, Brighton, Colo. 
S. 1. Fredrigili, Sterling Colo., advo- 
cated the direct credit plan. 

The following resolutions were 
passed: ° 

“Be It Resolved, by the Mountain 
States Hardware and Implement Deal- 
ers’ Association, in convention assem- 
bled, at Denver, Colo., this 21st day 
of January, A. D. 1931, that said or- 
ganization, consisting of the hardware 
and implement dealers in the State of 
Colorado, and the adjacent States 
thereto, send of the Colorado Twenty- 
eighth General Assembly assembled at 
Denver, Colo., a written protest 
against the modification or repeal of 
any ahd all provisions of the so-called 
gasoline tax laws in so far as such 
modifications or repeals affect the 
four-cent gasoline tax refund to those 
engaged in the consumption of gaso- 
line in farming pursuits. 

“This association heartily endorses 
the movement to bring about a cor- 
rection of the unfair practices in mer- 
chandising of the public utilities, and 
pledges its cooperation and support 
to other associations to stop such 
practices. 

“Be It Resolved, that our associa- 
tion lend such assistance as necessary 
to the local Denver Hardware Deal- 
ers’ Protective Association to correct 
unfair practices by jobbers in selling 
merchandise to other than legitimate 
business channels.” 

The final resolution was concerned 
principally with discounts given by 
jobbers to buyers not entitled to them. 


Election of Officers 


Ned R. Brown, Burlington, Colo.; Al 
Branson, Trinidad, Colo., and E. W. 
Hanson, Denver, Colo., were chairmen, 
respectively, of resolutions, nominat- 
ing and auditing committees. 

The election of officers resulted in 
E. W. Hanson being made president; 
George O. Roberts, Clovis, New Mex- 
ico, vice-president; Karl W. Farr, 
Greeley, Colo., vice-president for im- 
plements; and W. W. McAllister, Boul- 
der, Colo., and J. O’Byrne, Walsen- 
burg, Colo., directors. 

John T. Bartlett, Boulder, Colo., 
was reappointed secretary-treasurer 
by the board of directors. 
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T. C. THOMPSON 


J. H. EWING 





DAN SCOATES 


Texas Association Held Constructive | 
Convention 


HE theme of the annual 
Texas Convention, held in 
Dallas, Jan. 20 to 22, inclu- 

sive, was “Problems of Manage- 
ment.” The weather prevailing 
during the meeting was outstand- 
ing for its sunshine and warmth; 
the attendance was above last 
year’s, and Tex Henry Brown 
himself was there in a very seri- 
ous mood. Tex was ready to take 
on information to help and assist 
him in 1931. Notebook and pen- 
cil were the implements that Tex 
was receiving the speakers with 
this year. 

The opening address of the con- 
vention was delivered by T. C. 
Thompson, Canyon, president of 
the association, who said in part: 
“This depression, like all others 
formerly, will soon have spent its 
force. The resources of the na- 
tion with the energy of our people 
and the financial soundness of our 
social structure will soon assert 
itself. We are entering a better 
and sounder business period which 
will follow and that will keep capital 
employed in the nation’s many di- 
versified industries and activities, 
rather than invested in the allur- 
ing pitfalls of the stock market, 
which was so common, prior to 
the crash a year ago. Money is 
plentiful where securities are 
ample. Interest rates are low. 
This will contribute much toward 
a speedy readjustment and recov- 
ery from the depression. The as- 
sociation has been operating the 
last year in a normal way. Nothing 
very distressing to our organiza- 
tion has been brought to our at- 
tention.” 

A demonstration of open table 


display dressing was given by 
Paul Mulliken, secretary, Illinois 
Retail Hardware Association, and 
H. E. Pease, Standard Show Card 
Service, Chicago. The demonstra- 
tion was in the form of a skit and 
Mr. Mulliken took the character of 
Tex Henry Brown, while Mr. Pease 
acted as Tex’s Association field- 
man. 

Tom Howell of Richmond, Va., 
delivered two talks, one on “Trans- 
lating Knowledge Into Action” 
and the other on “Management 
Points The Way.” He drew at- 
tention to the standing of the bus- 
iness man in his community, de- 
claring that no man had the right 
to take anything out of his com- 
munity, unless in proportion, he 
puts something back into that com- 
munity. 

Continuing he said: “One must 
recognize that a contribution of 
self to the community is worth 
much, that you will only get out 
of the community, that which you 
put into it. Know your competi- 
tor and raise your standard of 
doing business. The right kind 
of display, the right kind of con- 
trol, the right kind of business 
set-up, will combine to make your 
establishment distinctive and it 
will no longer be just ‘a hardware 
store.’ Raise your standard of do- 
ing things. 

“Nineteen thirty-one is going to 
take a lot of courage. Begin 


cutting at the top. Begin with 
yourself. Don’t talk depression. 
Be a man of purpose. This coun- 


try is too big, too rich, too strong, 
for a depression to last. All are 
trying for better times in 1931, 

(Continued on page 142) | 








that make pipe threading 
easier, faster, with balanced 
stocks—build repeat business 


It is the clearance from the cutting points, 
the “’ backed - off’ design, that eliminates 
“‘drag’’ and makes ARMSTRONG BROS. 
Pipe Dies easy cutting. It’s the stuff they're 
made of (Vanadium Tool Steel) that makes 
this improved design possible and that holds 
sharpness. The features of these dies include: 


Solid Pipe Dies 
Free cutting Top Rake 
**Backed-off’’ Chasers 


Ample Chip Clear- 
ance 


Vanadium Steel 


Adjustable Pipe 
Dies 
Correct cutting angle 
 Backed-off’ Chasers 
Correct Throat 
Angle 


Chasers Ample Chip Clear- 
Chasers solidly sup- ance 

ported (cast-weld- Special Vanadium 

ed into die body) Tool Steel 


ARMSTRONG BROS. Stocks have bodies of 
Certified Malleable Iron, are smoothly 
finished, accurately machined. They are 
handier, are balanced —carry the Arm-and- 
Hammer Trade Mark, the recognized mark 
of the “ Better Pipe Tools.”’ 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 








Write for Catalog B-27, 
176 pages of Quality Tools 
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CUTLERY SALES 
DEPEND UPON 
TWO THINGS 


Stocking “Sure Sellers” 
and 
Rig ht D isp lay Cut shows floor style display case for the entire line. Can 


also be furnished for wall or counter use. Also —— 
with 2 or 4 sections for dealers not carrying the full line. 











Cvurtery is one of the most profitable lines in ERS in every section of the United States. We ert 
the hardware business. If you are not making a sub- antee that the patterns selected for your locality will 


stantial profit on cutlery—something is wrong—either sell, If you should find that any item of our line 
you are not carrying patterns that sell or are not does not move in satisfactory volume, we will ex- 
displaying them the right way. change it for a pattern that your experience shows 
is in demand. 

SURE SELLERS. Patterns that sell readily in some 

sections sell slowly or not at all in others. Catta- You carry no “dead stock” when you sell and display 
raugus has kept a fifty year record of BEST SELL- Cattaraugus Cutlery. We even go further— 


We Supply a “Made-to-Order” Display Case 
That Meets Your Individual Requirements 


RIGHT DISPLAY. This attractive blue plush lined, glass covered 
case is made to fit your store space and the stock you desire to carry. 
Styles for floor, wall or counter use. We recommend that you take 
on the full Cattaraugus line, but if you wish, you can start with any 
part of it—Pocket Cutlery for instance. 


No finer Cutlery Case has ever been offered the Hardware trade. It 
provides a complete cutlery department in small space. Keeps each 
item right before customers where they can SEE the goods. Makes 
re-ordering easy. Each item is numbered and priced. This number 
is all we need to duplicate the pattern, size, finish, etc., of any item. 
We sell DIRECT to you. 


And remember, Cattaraugus is the finest Cutlery you can handle— 
reasonably priced, well known—a popular selling line for over half- 
a-century. 


Write for complete information about our Display Case, also litera- 
ture which describes our full line of Pocket Knives, Shears, Scissors, 
Kitchen Cutlery, Razors, ete. 


CATTARAUGUS CUTLERY CO. 


LITTLE VALLEY, N. Y., U.S. A. 
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Listening in ona 


Cutlery Discussion 


VERY successful mer- 
chant knows that intelli- 
gent planning of dis- 
plays and selling will 

promote almost any line of goods 
carried in stock. The degree of 
success measured in profitable vol- 
ume is. largely governed by the 
extent of the planning that is 
actually followed. Naturally some 
lines are more responsive to mer- 
chandising treatment than others. 
The many profitable goods that 
should be in the complete cutlery 
department are particularly re- 
sponsive to selling effort and 
carry sufficient margin to warrant 
that effort. 

At the Rochester, N. Y., convention last year Roland 
Roberts, general manager of: the Weed & Co. store in 
that city, told of his experiences in shifting his cutlery 
department from the front center to the rear of the 
main floor. Sales immediately dropped and dropped 
sharply. In the former location it had been a most 
active department to which new lines were constantly 
added. Even in comparatively quiet periods of the day 
there had often been some activity in pocket knives. 
shears, scissors or shaving equipment. During the holi- 
day season gift outfits of carvers, knife and fork sets, 
manicure kits, razor sets and incidental special purpose 
cutlery in gift boxes were very active. The company 
always prided itself in being among the first to intro- 
duce to the people of Rochester new merchandise or old 
merchandise in new colors or with some other change 
offering new marketing opportunity. This practice 
had always been most carefully and profitably fol- 
lowed in the cutlery department. It was the usual 
custom to introduce new lines in the windows right 
away and to have such display tie up as was practical 
inside the store. 


The rear location just didn’t work. New lines didn’t 
show as much sales as before, and so Mr. Roberts moved 
the cutlery back to the front center. The resumption 
of sales activity started the very first hour. It was 
the further observation of the speaker that cutlery sales 
certainly increased in proportion to the selling effort 
and display attention given it. 


Later that day in the exhibit hall several dealers 
visiting a cutlery manufacturer’s booth were discussing 


The cutlery department of Cullem & Boren 
Dallas, Texas, is complete and up front 





The talk 


the comments of Mr. Roberts and others. 
quickly developed into a discussion about cutlery sales 
opportunity, and a couple of the dealers very arbitrarily 
decided that they were not as great as they had been, 
and reported their own cutlery departments as slipping 
very badly. They argued that women didn’t do any 
dressmaking and therefore didn’t buy shears, and that 
men bought nail clippers and automatic pencils and 
therefore were not buying pocket knives. They both 
complained that price cutting had ruined the razor 
blade business, and that if you stocked much colored 
handled cutlery you were apt to find yourself with 
frozen stocks. They had other reasons also based on 
their own experiences. The sum total- of their attitude 
was certainly pessimistic. 


The salesman made a few guarded inquiries. He 
asked what had been done to stem the tide that they felt 
was setting in against their cutlery business. He made 
discreet inquiries about the brands carried, price range, 
location of the department, frequency of window dis- 
plays and whether cutlery was displayed in a manner 
which invited attention and whether or not easily read 
value creating price cards were used. The complaining 
dealers were somewhat resentful toward the salesman, 
seeming to feel that he questioned their aggressiveness 
and resourcefulness, and he was unable to make much 
headway with them. The few answers they did give 
were of a negative trend. 


A young man, employed by a Long Island firm, pre- 
viously silent but much interested, related some of his 
experiences. He had had two or three dozen straight 
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razors priced at $1.75, $2.25 and $3, and they were not 
moving. Prices were reduced 75 cents on each grade 
and still they stayed in the showcase, located about half- 
way back in the store. On a “hunch” the case was 
placed slantwise, just inside the front doorway, and 
one or two razors at the highest price were sold. This 
suggested raising the price to $2.50, $3.50 and $4, and 
within a week most of the $4 ones were sold, also a few 
at the second price. Since that time (three years ago) 
this firm always keeps the razors and table cutlery up 
front and a 100 per cent mark-up is used on the 
straight razors, which enjoy a fairly steady though not 
heavy demand, the preference always being shown for 
the better grades. 


When the color vogue became popular this firm had 
stocked a few individual pieces in green and red but 
did not go in for the complete sets in color. The 
reaction was indifferent until additional colors and com- 
plete sets of the best quality were shown. On razor 
blades he was meeting local competitive prices but was 
not pushing them. A very significant statement this 
man made was that his cutlery window displays de- 
veloped more immediate sales than did displays fea- 
turing any other of the major lines. 


A dealer from Pennsylvania told how he met al! 
competitive prices on safety razors and blades as a 
means of maintaining store traffic among the men folks. 
His plan was never to feature razor blades alone but 
to make a complete shaving service display, even though 
it might be only a small part of his window. He has 
added barometers, thermometers, novelty flashlights, 
fountain pens, automatic pencils, pen and pencil sets, 
desk sets, novelty clocks, has a wide selection of colored- 
handled table cutlery, a fairly complete assortment of 
pocket items, nail clippers and, in fact, has a really 
complete line of cutlery and specialties which go well 
with cutlery. This dealer has two circular tables for 








specials. Usually one of them features a cutlery item. 
Paring knives is his special pet—but not the dime store 
kind. He has 50-cent and 75-cent knives priced at 49 
and 69 cents when featuring them as specials. When 
customers talk about 10-cent knives he has them, but 
always tries to sell the quality kind, and most of the 
time he succeeds. 


The salesman: took heart at these encouraging ex- 
periences and told how a dealer in Tennessee made a 
practice of solicting special purpose knife business every 
Monday: morning. This dealer would go to the markets 
and sell butcher knives, to the restaurants and hotels 
and sell kitchen cutlery to the commissary agent or the 
chef, and has worked up a-great trade. He has also 
built up a prestige for his store that has led to many 
additional sales of such things as electric light bulbs, 
paint and housefurnishings items. It seems that he got 
the idea observing that at the markets butchers and 
others were using high-grade cutlery. This is easily 
understood for to these professional users cutlery helps 
earn a living and must be good and have the capacity to 
take and keep a good cutting edge. A little more in- 
quiry brought to light the fact that peddlers work the 
markets about every two months and don’t cut the 
prices to get the business. The first thought of this 
Tennessee dealer was that this trade only bought on 
price. The more -.experience he got in the field the 
more convinced he became that sharp lasting cutting 
edges and well-balanced easy-to-grip handles were para- 
mount considerations. 


At about this point in the discussion the two dealers 
with the pessimism complex, decided they had enough. 
They sauntered off, not particularly convinced. The 
discussion continued for some time after with a few 
new participants entering into the exchange of profit 
making ideas and that is always a valuable thing. 


has caused many a man to complain. The sup- 

posedly irksome task, he would frequently avoid, 
were it not that a business world requires him to be 
clean shaven. So he grumbles and shaves. 


he necessity, in these modern times, for shaving 


“In reality our comfortable facilities for shaving to- 
day are such that they make the difficulties of the past 
seem great. Hot and cold running water at the turn 
of a faucet, lights arranged on either side of the bath 
room mirror, automatic devices for sharpening blades, 
etc., are in sharp contrast to the time when shells and 
sharks’ teeth had to suffice for primitive people, or for 
the red man who used his finger nails to pluck the 
beard. 


Bronze scissors were made as early as 1500 B.C. by 
the Chaldeans and the Egyptians, but steel scissors did 
not appear until the Romans made them. The name 
comes from the Latin “scinders,” meaning to cut or 
cleave. 
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Depreciation and the consequent price 
reduction are losses which never affect a 
“Stainless” stock ... First of all, a “Stain- 
less’’ stock moves too fast. Its deep, rich, 
modern beauty and its recognized popu- 
lar appeal assure good sales volume... 
Second, being resistant to the dulling in- 
fluence of age, atmospheric dampness and 
damage by handling, Stainless Steel is 
never shopworn but always new. 

Today, rust is taboo. Your customers 





THE SAME PATTERN 

from the same shelf 
YET... 

one ts doomed fo 

st ‘n_ stock 


STAINLESS STEEL 























have gone modern. So have your com- 
petitors ... Why should you suffer? De- 
mand “Stainless” in Cutlery, Cooking 
Utensils and other Hardware. Write for 
our booklet “Stainless in the Home” .. . 
It shows you where this modern metal 
is used. 

Genuine Stainless Steel is manufactured 
only under the patents of AMERICAN 
STAINLESS STEEL COMPANY » Com- 
monwealth Building, Pittsburgh, Pa. 
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When You Plan New Store Lighting 


(Continued from page 69) 


the side illuminates side surfaces, tending to add to the 
general cheerfulness of the store. 


Flattened or shallow opal glass enclosing globes which 
tend to send the light up and down rather than to the 
sides, are now available. Globes of elongated type send 
more light to the sides than up and down. For a more 
natural appearing light some of the more popular en- 
closing units have layers of crystal, white and blue glass 
incorporated inside. With such layers the globes ap- 
pear whiter, giving a more natural illumination. The 
prismatic enclosing unit, known as the reflector-refrac- 
tor type employs the prismatic principle and has some 
of the advantages found in the open reflectors together 
with some advantages found in enclosing units. This 
type is particularly advantageous, where operating costs 
must be kept to a minimum. 

Heavy density opal and prismatic varieties of deep 
bowl reflectors direct light quite strongly into the lower 
hemisphere, while light density opal variety reflectors 
transmit a large part through the glass upward to the 
ceiling and to the side walls, making the store appear 
lighter. 

Where open mouth reflectors, whether prismatic or 
opalescent, are used the exposed portion of the lamp 
should be of diffusing character. Shallow bowl or flat 





opal reflectors leave a large part of the lamp exposed, 
causing a glare. Semi-enclosing units give much the 
same diffusion as the enclosing globe, but with a more 
directional effect. It is very necessary to be sure of 
the proper size when such equipment is used. Open 
units collect dust more readily and those with opaque 
tops are likely to cast dense shadows on the ceiling, un- 
less great*care is taken in spacing and hanging the 
lighting equipment. 

Although the old time glass show case has been re- 
placed by the open display table, there is still the wall 
case to illuminate and the shelves which are not proper- 
ly lighted by the ceiling lights must be given attention. 
When lighting such equipment the light must be so 
reflected and enclosed as not to cause discomfort to the 
eyes of the customers and staff. 

Whether or not it is the show window or interior of 
the store that is being considered, it is absolutely 
necessary to have the light centers overlap in such a 
manner as to eliminate light spots. Although general 
rules may be laid down it is always best to consult a 
lighting expert in reference to problems confronting 
you in the illumination of your store. Lighting bureaus 
are for that purpose and they are properly equipped 
and manned to carry on their work. 





Segal uni-matic Razor 


The Segal uni-matic razor is a double 
edge one piece model offered by Segal 
Lock & Hardware Co., 12 Warren St., 
New York City. Illustration shows how 
the new Segal blade is placed on the 
razor, without having to unscrew or as- 
semble any parts. By a twist of the han- 
dle the razor blade is in place and the 
razor is ready for use. ‘List price of the 
razor is $1.00 with a dealer discount of 
40%. With each razor the company 
packs ten Segal blades of the new type 
The list price of the package of blades 
is 50c. In addition to the regular razor 
there is a de luxe model listing at $2.50. 
Dealer cost on the de luxe model is 
$1.50 








Gem Micromatic 
Razor 


American Safety Razor 
Corp., 303 Jay St., Brook- 
lyn, N. Y., produces this 
new model Gem Micro- 
matic razor and blade. 
Automatic adjustment of 
blade allows user to place 
the razor flat against his 
face with the assurance® 
that the blade angle will 
be correct, according to 
the maker. Frame is in 
one piece and does not 
come apart. By twisting the lower.end of the handle, the. user opens’ up 
the hood, which allows insertion’ or removal of blade. Blade is auto- 





matically locked in position and held rigid at five points to the 


frame—at the four corners as well 
as at the post built into the center 
of the base. The new blade will 
fit all Gem razors, though old type 
blades will not fit the new frame. 
According to the maker the blade 
is made of newly developed surgical 
steel, tougher, steadier and able to 
give more shaves at lower cost than the old type. Frame and blade are 
rigid and of jolt proof construction, states the maker. Frame is gold 
plated. Set is packed in boxes of suede-like material in tan, dark brown 
and neutral gray. Dealer cost of razor sets, each with five blades is 
$8.40 per dozen. Suggested retail selling price for five blades and razor 
is $1.00. Suggested retail price of blades is 35c. for five 





Disston Dainty 
Manicure File 


An improved type of metal- 
cased manicure file is being in- 
troduted to the trade by Henry 
Disston & Sons, Inc., Philadel- 
phia, Pa. The file when opened 
is 5 inches long, and when 
closed it is 3 inches long. Case 
protecting the file serves also 
as a handle, giving the user a 
dependable, convenient and safe 
file, which may be carried in 
the pocket or in a handbag 
without injury to the linings 
The file is being merchandised 
on display cards, each contain- 
ing 13 files, the 13th file being 
supplied without cost. Display 
card, which has an easel back, 
requires only a few inches of 
space; on the counter or show- 
case: The metal cases are. finished in nine different colors in each 
assortment, ranging fram darkest to lightest hues in both solid and 
pastel shades. Déaler ‘cost if°$2.00 for card containing thirteen files 
Suggested retail selling price is 25c. each. 
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Sevmoue Smim 


Quality Shears 









F OR over 60 years our quality 
products have been preferred 
‘ by dealers and users. New mod- 
els every year, the latest and the 
best. Complete your stock now, 
to get your full share of sales 
and profits. 


Send for Catalog. 








Seymour Smith & Son, 
Oakville, Conn. 


Sales Representatives: 
JOHN H. GRAHAM & CO. 
113 Chambers St., New York 
268 Market St., San Francisco 







VVVVVVVVVVVVVVVVVVVVY 
Picture of 


Old Man Overhead 


reducing with Gems! 





Put a Few of These Sales 
Makers on Your Counters 





6em 

50 cents 
National advertising and 
sales-compelling counter cards 
are keeping Gem Nail Clippers 
up in the front ranks of quick- 
sellers. Made from best ma- 
terials . . . tested for per- 
formance and individually 
wrapped in Cellophane to pre- 
vent spoilage. 

Everybody knows Gems . . . 
Let everybody know you have 
them. Order a few counter 
display cards today. 


GEM Nail Clippers 
The H. C. Cook Co. 


Ansonia, Conn. 


iN \ ig I ] I} 


Oy H' iN hy nye 





Gem Jr. 
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CHRADE SAFETY 


Push Button Knife 


No Breaking of 
nger nails 


Safet 
lock” 


Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife-—therefore safe, 
both conveniently done with one hand. 


eave FVERLASTINGLY SHARP mann 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 
Send for Catalog E. Factories: Walden, N. pdanmmaenprc: eis N. Y. 


























ACME-OVAL 


The Fastest Selling 
Scissor Brand 


Helps Dealers make more 
sales and greater profits 








Our large production enables 
us to offer’ low-priced and 
medium-priced, strong and 
durable Scissors and Shears 
that cut easily, meet compe- 
tition, and give good satis- 
faction. 


Cast, open-hearth and forged 
steel grades. 


Complete range of patterns 
and sizes to retail profitably 
at 10 cents to 50 cents. 


Send for Illustrated Price 


Sheets. 


THE ACME SHEAR CO. 


Knowlton and Joseph Streets 
Bridgeport Conn. 
We Sell to the Wholesale Trade Only 


C, 
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PRICE FIXING 
“ONTARIO” (Continued from page 65) 
. “Thank you,” when the two ladies climbed into the 
California Fruit Knives ring, and they put up a great fight. Now, what orator 
can compete with lady prize fighters? I am wondering 
Made Originally for the Pacific Coast today what the Metropolitan are going to pull on me 


No. 24 Stainless Fruit Knife, 


Canneries, but Now Used in All Sections 





No. 30 Canning Knife, 3%4-inch Blade 





No. 42 Fruit Knife, 34%4-inch Blade 





2%-inch Blade 


All these Knives can be furnished in Stainless 
Steel if ordered in large enough quantities. 


Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 
FRANKLINVILLE, NEW YORK 











81 years. 





MADE SHARP AND STAY SHARP 


PAPER 
HANGERS’ 
KNIVES 


No. 


Like every R. 
their 


tomers—an ai 
to you. 


The standard of 


excellence for 


. 3 Square Point 3 
. 1 Square Point 3” 


handles stay set, 













Paper Hangers’ Knives 
MADE IN 5 STYLES 


seed Point 3%” blade 
Round Point 3 


Square Point 3 


dade sure source of profit 


Complete Catalog and prices on request. 


Robert Murphy’s Sons Co. 


Ayer, Mass. 





Multiplying 
a Good Thing 


After you have _ read 
Hardware Age what do 
you do with it? Why 
not let others in on the 
good thing? If you are 
a store executive it will 
help your business as a 
aan If you are a 
buyer it will help your 
department. 


Hardware Age 








239 W. 39th St. 
New York City 











on Jan. 29, but after all competition is said to be the 
life of trade, and if as an orator you cannot hold your 
audience against lady prize fighters or anything else, 
then you should admit yourself as being down and out. 
As an orator on that occasion I took the count of ten. 

In this article I have not intentionally referred to 
anybody in particular, and I hope it will not be cut and 
mailed to anybody, not even my friend Charles Heale, 
who helps run the Metropolitan Hardware Association 
banquet. Sometimes I have thought it might make a 
hit if the speaker of the evening should appear in a 
suit of armor. Possibly a fine bright suit of armor 
would serve as a contrast to the lady prize fighters 
who wore no suits at all. 

I must end this rambling, offhand article by a sales 
story. Somehow I am always expected to tell sales 
stories. But this is a true sales story. A manufac- 
turer. went to a certain city to call on a certain jobber. 
He wanted this jobber’s account and wanted it badly, 
but didn’t, know just what kind of an approach to make. 
In front of this manufacturer’s hotel was a line of taxi- 


cabs. He stepped up to the first taxicab driver and 
inquired: “Do you know the X. Y. Z. Hardware Com- 
pany?” “Naw,” said the taxi driver, “never heard of 


them. Are they in this town?” The manufacturer 
went down the line of cab drivers and not one of them 
had ever heard of this prominent hardware jobber, so 
he entered his hotel, got a telephone book and found 
their address. Then he started out in a taxi to find 
them. Of course, their building was way down next 
to the railroad tracks. On the way down this manu- 
facturer figured out that what they needed was adver- 
tising. Why not put over an advertising campaign so 
their own fellow townsmen would know that they were 
in town? He made his approach on the basis of laying 
out an advertising campaign, and told them of his ex- 
perience with the taxicab drivers. These hardware men 
had a sense of humor—God bless them! And our man- 
ufacturing friend landed the account. 


Utility Razor 


This razor, of classic 

design, is known as 

the Utility razor. It 

is made by The Util- 

ity Blade Corp., 1082 

Springfield Ave., Irv- 

ington, N. J., to fit 

Utility double edge 

wafer type razor 

blades as well as 

other blades of that 

type, manufactured ° 
by other companies. 

According to the 

maker it is ba!anced 

for real comfort, 

made to hold the 

blade rigidly, without any vibration. There will be several models of the 
new razor. One will be offered at a popular price, while the others will 
be in more ornate finishes. 
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Auditing a Nation’s Retail Business 
(Continued from page 75) 


are released, some will run considerably higher. Trenton 
ranks next with $569.00 and El Paso last, although only 
slightly lower—$538.00. 

A number of reasons why retail sales will run propor- 
tionately higher in one place than another readily occur. 
Difference in basic purchasing power—that is a higher 
average income—is one. Being favored with a more exten- 
sive trading area is another. We can only surmise about 
such things as these figures pass in review. 

A brief description of these cities will help toward an 
understanding of many facts mentioned in this article. Here 
it is in the words of the Department of Commerce: 

“El Paso, Tex., is a city of the 100,000 population class 
in the great agricultural and cattle raising Southwest. 

“Trenton, N. J., is in the 150,000 population class and a 
manufacturing and railroad center. 

“Syracuse, N. Y., is a 200,000 population city and a manu- 
facturing and business center, but entirely different from 
Trenton in every respect.” 

Although Pueblo was, as I have already said, one of the 
four cities included in the report, I will not discuss its re- 
tail business further in this review. My reasons will be 
given later. 

The census discloses that there is quite a difference be- 
tween the retail volume in just an ordinary good year and 
a@ year when a bull market is riding to a peak and wheels of 
industry are turning at high speed and there is great gen- 
eral prosperity. 

Sales of Syracuse retail stores were 26 per cent greater 
for 1929 than for 1926, the only previous period for which 
an accurate figure is available. During the three year 
interim the city grew physically—that is in population— 
only about 5 per cent. The further expansion of the retail 
business must be attributed to larger individual purchasing. 

The fact that retail sales made a “new high” during pros- 
perous 1929 hardly comes under the head of news. But who 
would have estimated an increase of more than a quarter 
over 1926? 

Incidentally, Syracuse is the only city in the United States 
where such a comparison of the retail business during one 
period against another is available. There is a story behind 
this. 

Just as the manufacturer bringing out a new model, 
builds a few machines and tests them to get the “bugs” out 
before going on a production basis, the Department of Com- 
merce, contemplating the gigantic task of a nation-wide 
retail census, wanted to try its plan and equipment in a 
limited area first. 

This resulted in an experimental Census of Distribution 
of eleven cities, taken in 1927, but covering 1926 business. 
Syracuse was in the group. It was the only one of the 
eleven included in the four chosen for the basis of this first 
report. Thus for a time it has the distinction of being the 
only community where two retail censuses have been made 
and the results published. 

The progress of the chain store is getting to be almost 
as popular a subject of conversation as the weather. Census 
facts about this type of retail merchandising will attract 
lots of attention. In at least three cities it still has a long 
way to go before the independent merchant is crowded out. 

The Census Report identifies three types of establish- 


ments. In Syracuse they split the 1929 retail dollar as 
follows: ; 

Units of all types of sectional and national chains...... 16c 
ENR NOOR. 8 occ Sig a's 55.65 oc FAch SissiebEaiwsiee ceed 77c 
Local chains and branch systems.................... Te 


The Trenton units of national and sectional chains get 
18c of this retail dollar. In El Paso, 10c is their share. 

231 out of the 3,017 Syracuse retail stores are units of na- 
tional chains. This is the equivalent of 8 per cent since they 
do more than 16 per cent of the total business, the volume 
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The Burner is a 
Carburetor 


The Tubes are 
Windpipes 





DIETZ LANTERNS 


-Scientific Construction 


Makes Them Always Dependable 


:, niceties, high lighting 
power and dependability in all kinds of 
weather, are qualities which have made 
Dietz Lanterns the Standard of the World. 


The uniformly dependable performance of 
Dietz Lanterns is due to scientifically cor- 
rect control of combustion—producing the 
brightest, steadiest flame of which kerosene 


lanterns are capable. 


Sell Dietz Lanterns! They safeguard your 
profits against come-backs and dissatisfac- 
tion. They give your customers money’s 


worth every time. 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World— 

Founded 1840. Output Distributed Through 

the Jobbing Trade Only. We Do Not Sell 
Mail Order Houses aud Chain Stores. 


: ee 
LANTERNS 
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Door Knobs 


with sales appeal 


These door knobs of Bakelite Molded are so 
unusual in color, in finish and in feel, that they 
attract attention and invite approval wherever 
they are seen. Attractive appearance, however, 
is but one advantage. They also are strong, hard, 
very smooth, and cannot stain nor tarnish. The 
color goes clear through the material, and re- 
finishing is never required. 

Bakelite Molded door knobs may be purchased 
separately, or with latch sets. Roses and key 
escutcheons are furnished to match. Screen door 
and cupboard latch sets, with Bakclite Molded 
knobs or handles are other standard items. Lus- 
trous black, walnut brown and mottled green are 
the most commonly used colors, and others are 
special. Write to us for information about these 
sales-developing hardware items, and for sources 


of supply. 


BAKELITE CORPORATION, 247 Park Ave., New York 
CHICAGO OFFICE, 635 West 22nd Street 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto 





The regsiered trode morts shown above difiaguish motenats umenco! ugh bor infinity oF unheted quantity It symbohzes the finde. 
Corporanon's 


monviocwied by Botetite Comporanon merdpregey yy fumbe: 0! present ond tire uses of Botele products 


THE MATERIAL OF ri THOUSAND USES 





| portion of a community’s retail business. 


per store is larger than for the independent, which is not 
particularly surprising. 

Turning to more familiar ground, here is what this first 
census report shows on hardware stores. 


Syracuse, Trenton, El Paso, 
Item MY. N. J. Tex. 

Number of Stores.... 48 33 8 

Employees (full time) 114 28 19 

Net Sales (1929)...... $1,432,477 $559,306 $195,007 

nventories (at cost).. 506,952 215,319 88,499 
Salaries & wages 

L.A 189,406 36,910 24,782 


The same five figures were given for the businesses in 
each city, classified by type of establishment and kind of 
business. For Syracuse 52 classifications are listed. 

The Department of Commerce eomments: 

“The distribution information will be published in greater 
or less detail depending upon the size of the cities, since 
it is impossible for the Census Bureau to publish figures 
which would reveal the operations of any individual busi- 
ness. These preliminary reports give the outstanding in- 
formation available in the Census of Distribution, but by 
no means do they present the detailed information which 
can be published later.” 

Pueblo reported only two hardware stores, so to avoid 
giving the figures in such a way that they would “reveal 
the operations of any individual business” they were lumped 
with retail lumber and building materials. I promised to 
tell my reason for not discussing Pueblo here and that’s it. 
The facts on the hardware trade in this Colorado city are 
not available, so it’s less confusing and saves space to keep 
our spotlight exclusively on the.other three. 

A pencil and a scratch pad brings some interesting in- 
formation out of the table just given. For instance, if the 
hardware retailers in each of these cities could divide the 
population equally, the store in Syracuse would have 4311 
potential customers. For Trenton the figure is 3715 and in 
El Paso 12,747. Of course this is just a long way of tell- 
ing how many stores there are in each of these cities in 
proportion to the population. 

It looks as though El Paso dealers in nuts, bolts and 
sundries get all the best of it when cake is cut. I’ve never 
been down around the Rio Grande, but taking this informa- 
tion on its face value, they evidently go in for fewer and 
bigger hardware stores there. 

The returns also show that hardware men get but a small 
The Syracuse 


| group makes the best showing by capturing just about one 


| cent out of every dollar of sale. 





Neither El Paso or Tren- 
ton do even as well. 

The editor’s warning “tell them how to use the census” 
keeps running through my mind. I hardly need to say that 
I cannot write any directions to stuff in each package of 
census information, that will tell every retailer just what 
dose to take to cure all business ills. 

But for years national retail associations have been 
gathering similar information and disseminating it to their 
members with the idea that it would give them yardsticks 
with which to measure their operations. Such figures were 
dependent upon voluntary cooperation and never at best 
anything more than a fair cross-section of any business. 
This census covers the whole retail field. 

Between any trading centers there is a no-man’s land 
where from the standpoint of distance the customer might 
as well drive to one as the other. The census returns are 
going to tell which way they are traveling and alert com- 
munity organizations of retailers will study them and find 
out. It may be a signal for the losers to get together and 
make their city more attractive for the outside shopper than 
their rival. 

Hardware dealers in any city will be able to decide 
whether their group is doing as well as the same kind of 
stores in other places in the race for the customer’s dollar. 
Each ambitious, individual hardware merchant can ask 
himself “How am I sharing in the distribution of the hard- 
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ware store business in this town?”—and find a fairly accu- 
rate answer in these census statistics. 

The census is going to establish some “pars” for the busi- 
ness game. For example, the average sales per hardware 
store were: Syracuse, $29,843; El Paso, $24,376; Trenton, 
$16,949. 

To get a perspective, the sales per jewelry store in Syra- 
cuse ran higher than for the hardware. It might be said 
this is because there are fewer neighborhood jewelry stores 
to bring down the average. Yet, Syracuse drug stores, and 
this is almost entirely a neighborhood business, show sales 
per unit of $6,000 more than hardware. 

The average of inventories reported for hardware stores 
in Syracuse was $10,562. In El Paso, it was $11,062 and for 
Trenton only $6,525. Such figures just suggest the possibil- 
ities of comparisons in the information that is to come. 

Salary and wage expense equalled 13 per cent of the net 
sales in both Syracuse and El Paso. In Trenton, 7 per cent 
was the figure. It would be a good guess that the Trenton 
group of hardware stores includes more of the one-man 
type establishments where the proprietor is also the sales 
force. 

Just to see how this wage expense item compares with the 
similar cost in other lines, these figures for Syracuse stores 
are worth looking at: Paint and glass—17 per cent; Radio 
—14 per cent; China and glassware—15 per cent. Even the 
five and tens, where the work of the sales person consists 
of taking the money and doing up the item the customer 
points out on the counter need 9c out of every dollar of 
sales to meet the payroll. 

Of course these statistics have one weakness—the $10,000 
store is thrown into the same pot with the million dollar 
institution. A merchant doing a $50,000 business can get 
the most good out of comparative figures for stores about 
the same size as his. 

The Department of Commerce may later tabulate and 
publish this information by groups according to sales vol- 
ume. Trade association statistics are usually broken down 
in this way. In any event such special tabulations can 
usually be secured by interested parties paying the Census 
Bureau for the cost of the clerical work. 

Then, too, the census will go further than simply trac- 
ing the customer’s dollar to the type of store in which it 
is spent. It will tell what it bought. 

Naturally, these facts will not give any such details as 
the number of alarm clocks sold by cigar stores, but they 
will divide total sales into commodity groups. For example, 
the value of hardware sold in department stores will be 
reported. That will make food for thought. 

It’s good management to know what the other fellow is 
doing. Here are a few more random census facts along 
this line. 

Radio stores, and they are the baby of the retail field, 
do more business than hardware stores in Syracuse, Tren- 
ton and El Paso. 

So do cigar stores and cigar stands in Syracuse and El] 
Paso. That looks as though, with the exception of those in 
Trenton, the people also reach for a well known brand of 
cigarettes and other tobacco products instead of saws and 
hammers. 

Total sales through stores classified as paint and glass, 
equal sales of hardware stores in these three cities. And 
paint and glass are pretty important items in the hard- 
ware line. 

Syracuse and El Paso people spend more to get automo- 
biles and keep them on the road than they do for food. 
The automotive group in these two cities gets the biggest 
slice of the retail dollar, even if the food stores are a close 
second. In Trenton the order is reversed. Maybe these 
Trentonites are more conservative or perhaps they buy their 
cars outside of the city to get better trade-ins. 

There is no limit to the number of such items that can 
be picked out of this report. But there is a limit to the 
space the editor of HARDWARE AGE will allot me. 

But I would like to record a hunch that the home offices 
of some of this country’s outstanding chain systems are 
already gathering a file of them. While they are human 
and make mistakes, the chances are this is not one of them. 





DIFFERENT 


Better Finer 


Estwing LEATHER Grip Hammers, Hatchets and Knives 


ae Fully Guaranteed na 


WANTED 


by the skilled carpenters and others who read our ads or 
see and try the over % million Estwing tools already in use. 


“Several Estwing tools have been bought by showing the 
boys what mine will do. I had the first in town and won’t 
go back to the old kind for anything.” L. Amundsen, 619 
So. 15th St., Escanaba, Mich. 


“Give me price in dozen lots of all your tools. I have an 
Estwing hammer and half-hatchet, and every man who uses 
them, tries to buy them.” D. J. Eppard, Dexter, Iowa. We 
refer all to their dealers. 
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GOOD HAMMER) 
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ADD 


Customers, profit and prestige by 
placing the ESTWING LEATHER 
GRIP tools where all can SEE, 
HANDLE, BUY. Their polish is 
finger-proofed by lacquer. YOU 
give the greatest value and satis- 
faction ever offered in tools and 
are FREE FROM PRICE CUT- 
TERS who can’t show anything 
like the Estwing tools. 


160 live and dependable wholesalers can serve you promptly 
with our “Best Seller” line. 


ESTWING MFG. CO. 


ROCKFORD, ILL. 
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Blaisdell 


All you need to do is to show a few Blaisdell 
pencils, where your customers see them—on 
counter, or in show case—and you will keep 
making Blaisdell sales along with other goods. 


io 


{ Blaisdell & 
4 Stock Marking Pencil 


writes on polished surfaces— 
tin, glass, enamel, etc. Just 
4 what you need for yourself 
and can sell to many lines of 


| trade. 






































Blaisdell 

Builders No. 660 
the famous number that 
carpenters and builders ask 
for. Reliable for rapid 
marking; red to catch the 
eye. 
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Lumber Crayons 
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for lumber yards, steel 
mills, railroad workers, 
surveyors and other 
customers of yours. 


OR NE Attias 


Waterproof and 
weatherproof; made in 
seven distinctive colors 


that do not fade. 













Order 
From 
Your 


Jobber 
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Awarded Gold medal Sesqui-Centennial 1926 











Do You Know Your Job as a 


Retailer ? 
(Continued from page 67) 


scientific basis will be able to withstand the storm. 
How can I blame a woman customer of mine for buy- 
ing a range or refrigerator or whatever else she might 
need in the furniture store, if the displays inside that 
store, and the show windows of that store are more 
attractive and cleaner than my store? If she is at- 
tracted by welldressed windows, neatly price-tick- 
eted, whose fault is it? Instead of complaining that 
business is rotten, and finding, fault with my jobber 
and manufacturer, because they haven’t done what I 
think they should have done to help me, suppose for 
a minute that I stand aside and watch myself go by? 
Take a trip down the street in your town when you go 
back home, and size up the store fronts, the show 
windows, the price tickets, and then the interior dis- 
plays, then be honest with yourself in deciding who 
has suffered by the comparison. Have you any right 
to complain about business that is slipping away from 
you because a more aggressive and wideawake store 
deserves it? I don’t want you to get the impression that I 
would advocate, spending several thousand dollars to mod- 
ernize the store. It isn’t necessary. Your association can 
show you how to do it at a very moderate cost. Even 
with that I wonder why we all throw up our hands at the 
cost of improvement that is going to mean extra sales with 
the same expense account and consequently more net profit. 
I don’t want to talk about my own business, and I want you 
to pardon this personal reference. It may serve to show 
you why I am enthusiastic about modern arrangement. 
The first year after my own store was remodeled, there 
was enough extra volume with an extra net profit to pay 
for the entire cost of improvement, with a little left. 


Checking Up on What the Customer Needs 


As the second fundamental for the successful conduct of 
my store, I think I should have a thorough knowledge of 
the merchandise best suited to the needs and wants of my 
customers. In determining the purchase for my store this 
year,I must now neglect the suggestions of customers from 
time to time, and I must not lose sight of the fact that 
there is no longer any great distinction between the mer- 
chandise used in the country, and that used in town. Im- 
proved living conditions are responsible for this. A check-up 
in our own business shows that the highest quality ranges, 
refrigerators and oil stoves go into homes in the country. 
How am I to know what customers want? I know of no 
better source for the information than from the customers 
theniselves. I want to tell you something that happened to 
me. In January, 1929, we were getting ready for a sale of 
housefurnishings in February. It dawned on me that it 
might be well to mail.out some questionnaires to a se- 
lected list of good housekeepers. After the copy was pre- 
pared, asking them the things they would be interested in, 
in a sale of this kind, and also asking them about some 
of the new items we should have in stock, I took the. copy 
to the printer. He gave me the horse laugh, and told 
me I was wasting a lot of perfectly good money, because 
I would not get any replies. I went ahead anyway, and 
mailed out 250 of those questionnaires, and got 63 replies. 
You would be surprised at the wealth of information in 
those replies, and the number of suggestions for stocking 
new items. The only mistake I made in sending them out 
was that I did not offer a little premium for a reply. I 
firmly believe I could have got a 50 per cent or better 
return. Try this in your business some time, and get the 
surprise of your life. 

As a third fundamental, I should know the competition I 
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He bought a “Handy Pack 
because it is the easiest 
and quickest way 
to buy screws 


AMERICAN SCREWS in“ Handy Packs” 
make it easy for the customer to buy screws 
and easy for the dealer to sell them. 


A carton of “Handy Packs” on your counter 
allows the customer to pick out the size he 
wants without taking your time to count, 
weigh or wrap them. 


For 92 years American Screws have been 
known for their high uniform quality. Now 
in a carton of little red boxes they are easy 
to display and bring a Surpris- 
ing number of “extra” sales. 


o0tNe 
| $ Your Jobber can supply you. 
9 gf 

wOOD MACHINE STOVE TIRE 
SCREWS SCREWS BOLTS BOLTS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH ST.CHICAGO. ILL. 
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Mh The 
P Bat Skates 
You Can Buy 


WINCHESTER 


TRADE MARK 


ROLLER SKATES 
Are the Best Skates to Sell 


If Winchester Roller Skates are 
stronger, last longer, run easier, 
give greater mileage and greater 
satisfaction all around — they are 
the best skates for you to sell. 


And Winchester Skates are 
all of that and more. 


Prices comparable with 
other brands. 


Backed by a unique roller 
skate display—a handy 
\ demonstrator. And by 
\ powerful national ad- 
vertising which, this 
year, will reach ap- 
proximately seven 
million children. 


' WA Ask your jobber 
\ for full details 


WINCHESTER REPEATING —— COMPANY 


New Haven, Conn., U.S. A 
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Sabin Gumfinger Lawn Rake 


Everybody 


Says This is IT 


The Sabin Gumfinger Lawn Rake—made 
with rubber prongs—can’t tear or uproot 
grass—can’t rust, break or clog—light, 
strong, efficient, durable — thoroughly 
tested and approved by Golf Clubs, Gar- 
den Clubs, Country Clubs, Seedsmen and 
residence owners—can be used on gravel, 
brick, dirt or concrete walks without fear 
of wear—no risk of injury if left with 
prongs sticking up—ean’t kick back if 
stepped on-—testimonials from users indi- 
cate that this is the first choice among all 
other Lawn Rakes. 


Simple, Saleable, Serviceable ‘ 


made in 16—20 and 24 inch widths, retailing 
at $1.00, $1.25 and $1.50. 


Fully patented. 


The Sabin Machine Company 


6536 Carnegie Ave., Cleveland, O. 

















shall be compelled to meet. How many of us in the past 
have bought merchandise, without regard for this, only to 
find after we have opened it up and put it on display, 
that some of our competition is selling the same item for 
considerably less, in some cases about our costs, and in 
this way giving the customer a bad impression of our 
store? Particularly is this true of the staple items, and 
those wanted most frequently. How am I to know? Most 
of today have a concrete example of what our competition 
is doing, right under our noses in our own towns, every 
selling day in the year. Mail order catalogs and retail 
stores are a splendid source of information for any retail 
hardware dealer. I have heard a lot of dealers complain 
about the fact that they could not buy certain everyday 
items at a price to compete with the chain stores. Neither 
do the chain stores buy them at a price to make a profit. 


How the Chain Stores Do It 


They are commercial footballs, items on which everybody 
knows the value, and are used as standards of value for the 
store. Any of us knows that there is no possible chance 
to buy 10-qt. galvanized pails to sell at 10c. with a profit. 
While we are howling so much about the short profit items 
on which we cannot compete, I wonder if we haven’t over- 
looked the fact that we have hundreds of staple items in 
our stocks on which we can compete, and we are not giving 
them a chance because they are hidden in the shelves or 
under the counters. Do you know what the Woolworth 
manager in Cynthiana told me the other day? He told me 
that there were 5000 items in his stock, and that for every 
leader item he had there were about 750 other items that 
paid a good long margin of profit. What do you suppose 
he was doing when he told me that? He was seated at 
his desk with his checking list in front of him. He had 
selected 59 items in his stock that pay a good, long, juicy 
margin of profit. He is planning to make feature displays 
of them on the counters, mixing them up with the leaders 
that do not pay a profit, so that a customer won’t go out 
of the store without making a profit for the store. Of 
course, he will use leaders in 1931 to pull people into the 
store, because he is forced to do it on account of his com- 
petition, but with all that he is going to try to make some 
profit. If the store doesn’t make a profit, he has no chance 
of having his salary increased. I ask you if that isn’t 
good business? I wonder what would happen in our stores 
if 90 per cent of all the merchandise we own was on dis- 
play in our stores and in our windows, with price tickets 
on every item? If we gave the 750 profit-paying items a 
chance along with the loss leaders, wouldn’t we get out 
with a profit too? I want to tell you a little instance that 
happened last week in our store. A lady came in and 
asked for two of those enameled pans she saw in the win- 
dow at 10c. each. I led her back to the rear counter where 
the pans were displayed, and before she left the store I 
had $3.50 in the cash register of her money, and there 
wasn’t a single item that didn’t show a profit. I had not 
noticed it until a hardware traveling man called my atten- 
tion to it. I happens every day in the chain and depart- 
ment stores. Why shouldn’t it happen in ours if the mer- 
chandise is attractively displayed and prices ticketed? 


Drive Your Business or It Will Drive You 


A very important fundamental for successful merchan- 
dising is that I must be a manager. I must be boss of my 
business. In the words of Benjamin Franklin, I must drive 
that business and not let it drive me. I must know at least 
once each month which way my busimess is headed, in order 
that I may take the proper steps to correct the situation, 
rather than wait until the end of the year to find out that 
I have lost money in the operation of my store. Expenses, 
sales and purchases must be kept in the proper ratio if 
my store is to make a profit at the end of the year. Every 
one of my more aggressive competitors are bossing their 
own affairs. Every chain store in my town fired their 
assistant managers last fall when sales fell off. That same 
Woolworth manager that I quoted a little while ago told 




















HARDWARE AGE for FEBRUARY 5, 1931 


133 








Sell Them 
by the set 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 





It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN.. U. S. A. 














Craftsmen, tinkers and even women who can’t stand to see 
their homes showing marks of wear and tear hail Plastic 
Wood as one of the most important items ever put on the 
paint or hardware counter. It’s a winner. Sales are in- 
creasing. New users. Repeaters. And a powerful adver- 
tising campaign in such leading magazines as The Saturday 
Evening Post is finding new users—everyday. They're buy- 
ing. The dealer’s making the profit. A sweet one. Stock 
Plastic Wood in all its nine colors. Display it and watch 
it move. 
Made by 
The A. S. BOYLE CO., Cincinnati, Ohio 


Carried by all wholesalers 


PLASTIC WOOD PRODUCTS 














THE PIONEER 


FWIN CHESTER 
STAYNLESS 


Non-Corrosive Shotshells 
























Not a stunt rushed in to catch the 
market but a real ballistic achieve- 
ment— proved by two years of 
actual service. 


And—not only non-corrosive— 
but, with the larger, longer- 
sustained flash of the Stayn- 
less primer, they are sure 
of fire—the most depend- 
able of shells under all 
extremes of tempera- 
ture and climate. 


Fast ignition, high 
velocity and uni- 
form patterns. 


MWicHesTER WE) Lhe most 


effective line 
of shotshells 

ever of- 
fered to the 
sportsman. 


Get full de- 
tails from 
your job- 
ber— 

NOW. 


| SMOR BLESS 
| Wisokere Rina Albee 


(ooo 


WINCHESTER REPEATING ARMS CO., 
New Haven, Conn., U.S. A. 
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LL in vain to tamper 
with this handsome cast 
bronze Eagle Latch No. 
03510. It is inaccessible to 
attack between door and 
jamb and it fitted with the 


Eagle “Anchor” Cylinder, 
which cannot be turned 
from outside or twisted off. 
In short—a highest grade 
latch which you can sell for 
good looks and SECUR- 
ITY at.a price that most 
people will pay. 


The Eagle Quality Line 











Night Latches 
Trunk Locks 
Front Door Sets 
Cabinet Locks 


EAGLE 


26 Warren Street -- 


Store Door Sets 
Padlocks 

Wood Screws 
Stove Bolts 





CO, 


ew York, 


Bronch Offices: 


521 Commerce St. 
Philodelphio, Pa. 


177-179 N.Franklin Se. 
Chicogo. lil. 
Works et Terryville, Conn. 


114 Bedford St 
Boston, Maso 














me that in the St. Louis district, which embraces 124 stores, 
nine high-priced managers lost their jobs the first of Janu- 
ary of this year, and forty-two more of them were demoted 
to smaller stores, and consequently smaller salaries. I 
wonder how long some of us would last as managers in a 
chain store? It is a universally accepted fact that the 


chain store manager gets more for the dollar he spends 
for help than the independent merchants get. 


Think it over. 





On Dealings with Suppliers 


One of the most important fundamentals that I should 
not overlook is that of concentration and cooperation with 
the jobber and manufacturer who supplies me with the mer- 
chandise I sell. Most every dealer in this room, in these 
days of keen competition, has ten or twelve salesmen call- 
ing on him every week or ten days. Suppose you are buying 
from every one of them, even if they are high type men, 
and represent good houses. Have you ever stopped to con- 
sider how much time you lose that should be given to sell- 
ing, to say nothing of the accumulation of too many brands 
and duplications of merchandise, more accounts to keep, 
more bills to pay, and last, but not least, money tied up in 
merchandise that you really do not need. More than that, 
your account is not profitable for a single one of those sup- 
pliers. How can you expect help in the way of price con- 
cession, or extension of time in the payment of your bills if 
you happen to need it, if you have scattered your purchases 
over a dozen sources of supply, when two or three good 
ones would be sufficient to take care of your needs? I must 
select a convenient source of supply, amply able in the way 
of stocks to supply my wants, give me quick service, a 
complete line, and as few shorts as possible on invoices. 
I must get better acquainted With the heads of those firms, 
and tell them my troubles when they arise, and then con- 
centrate my purchases with the source. The day of miracles 
is over. Maybe the jobber is just as much in trouble about 
his buying as you are. Some one has said that two heads 
were never as important as they are in this complex situa- 
tion we have today. Closer cooperation and a better mutual 
understanding will work wonders sometimes. If I had all 
the money that the manufacturer spends for window dis- 
play material and store display, only to have it wasted by 
the retailer, I would not have to work fourteen hours a day 
in the hardware store. When they furnish us with high- 
priced window and store displays, let’s put them to work, 
and tie up with his national campaign of advertising. This 
is the beginning of a new year. It’s a good time to make 
up your mind that you will cooperate more closely with your 
supplier this year. Get a little closer to him, talk it over 
with him, and see what happens. ~ 


Keeping Your Customers 


As the next fundamental, I must have a friendly, pleasant 
and interesting store. When I say interesting store, I mean 
that the interior displays must be changed often enough 
that the customer will get the habit of coming in to look 
to See what is new. We have heard a lot of talk lately 
about customer loyalty. Sometimes I doubt if there is such 
a thing today, and if there is, the finest way I know to main- 
tain it is to capitalize the spirit of friendliness and customer 
welcome in my store. In this respect I have a very decided 
advantage over some of my most formidable competitors. I 
wonder how many of us neglect this very important funda- 
mental, and how deeply we realize that the customer is the 
most vital asset in any business? Buildings, machinery and 
merchandise, if destroyed, may be replaced very quickly, 
but once a customer becomes dissatisfied, loses confidence 
and drops out, it represents a loss that cannot be quickly or 
easily regained. The store that would grow must keep its 
customers so well pleased that their satisfaction radiates to 
their friends in expressions of approval of the methods and 
service of the store. Pleasing the customer is the basis of 
progress, and progress is not measured alone by the number 
of new accounts opened, or by the volume of sales in dollars 
and cents, but by the number of repeat customers who, 
appreciative of good service and good treatment, keep com- 
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Maintain Steady 
Profits .... Stock 


“Always Reliable’ 
Torches & Furnaces 











<<“ 


1 Quart 


No. 
Gasoline or Kerosene 
Covered by Patents 
Additional Patents 
Pending 











The proven dependability of “ALWAYS RE- 
LIABLE” torches and furnaces over a period of 
more than half a century, has placed these torches 
and furnaces far in the lead. Their reputation 
for dependability has been proven and they are 
equipped for faster, easier and more economical 
work. 


Stock up with this famous “ALWAYS RE- 
LIABLE” brand, if you have not already planned 
to do so and assure yourself of satisfied cus- 
tomers and repeat orders. 
Order through your jobber or mail order to us 
with your jobber’s name. 








OTTO BERNZ CO., INC. 
Newark ' New Jersey 
ae oe New York City 


San Francisco, Calif. 
26 West Broadway 


41 Spear St. 




















Quick Sales SAMPLE 


More Profits 


Ro 








This Display Makes Sales Right Away 


To make quick sales for you, WILDER’S “LION” 
Taps and Strips are furnished in a Display Cabinet that 
makes sales as soon as shown. 


To insure more profit the retail value of contents is in- 
creased to $26.00. TAPS put up one doz. pairs in carton. 
STRIPS put up in packages—retail value increased to 
$5.50 per package. Both Taps and Strips may be bought 
separately. Liberal profit. 


SOLD THROUGH JOBBERS 


Send us the name'of your jobber and receive, FREE, a 
sample pair of 25 cent “LION” TAPS. 


WILDER & COMPANY 


Manufacturers Since 1877 


1038 Crosby St., Chicago 



































| Shoot For 
Bigger Sales 


MODEL 60 


It Combines Quick Turnover With 
Larger Sales For You 


Only $4.95 (Retail Price) yet “every inch 
a Winchester”. For both man and boy. 


Announced barely one month ago, 
we are already besieged with orders 
for this new .22 cal., military style, 
bolt action, single shot rifle—far 
and away the greatest value in its 
class ever offered to the public. 


Sell the famous KOPPER- 
KLADS with every .22. 
They are the most accurate 
im fire cartridges of the 
non-corrosive type. Cop- 
per coated, greaseless, 
gleaming, clean to 
handle and will not 
rust the rifle 
barrel. 


Get full de- 
tails from 
your jobber 
—NOW. 





WINCHESTER REPEATING ARMS COMPANY 
| 


New Haven, Conn., U.S. A. 
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eee MAKES THE 
ADVANTAGES OF 


GRAPHITE 


AVAILABLE TO INDUSTRY 


For more than a century the Joseph 
Dixon Crucible Company has pio- 
neered in applying the advantages of 
natural flake graphite to the lubri- 
cation problems of Industry. 

The graphite used in all DIXON 
GRAPHITE PRODUCTS is a natu- 
ral flake graphite which in purity, in 
uniformity, in lubricating and _ pro- 
tecting qualities has never been 
equalled. 






































Our obligation to Industry is that of 
incorporating in DIXON GRAPH- 
ITE PRODUCTS the full benefits 
with swhich Nature has already en- 
doudl Gaal That this trust has 
been fulfilled is evidenced by Indus- 
try’s recognition and acceptance of 
Dixon Graphite Products. 


DIXON GRAPHITE 


PRODUCTS 
Flake Graphite Graphite Seal 
Graphite Cup Grease Pipe Joint Compound 
Waterproof Graphite Industrial Graphite 
Grease Paint 


Write for Circular 40-C 


JOSEPH DIXON 
CRUCIBLE COMPANY 


Established 1827 


paca 








Jersey City New Jersey 


| employed at the same wage as a year ago. 





ing back for more, and spread goodwill for the store among 
their friends and neighbors. 

The necessity for the spread of my investment over as 
many wanted items as possible is too obvious to spend much 
time for discussion. Most hardware dealers are familiar 
with the certain dull seasons in the year, which is not so 
noticeable in other lines, and some thought along this line 
might straighten out the sales curve in the hardware store. 

If I am to do a good job as a retailer, I must buy mod- 
estly and often. How many of us have been tempted by an 
extra 5 per cent to take a bigger quantity than we need only 
to find out later that the carrying charge has more than 
eaten up the saving, to say nothing of the changing demand 
for merchandise, which necessitates a mark-down and a 
sacrifice later on. It is fine to have the reputation of being 
a big buyer, provided you have the outlet for the mer- 
chandise, and can dispose of it without impairing your cap- 
ital or slowing down the machinery of distribution. 

Last but not least, by any means, I must remember the 
wisdom of Emerson, who said that “Every institution is but 
the lengthened shadow of asman.” The success of my store 
in the future will depend to a great extent on how well I 
measure up to the standard of manhood and management. 
Maybe it is presumptuous to discuss this subject in a group 
of hardware dealers. Most of you are outstanding men in 
your communities. Wouldn’t it be a good idea to carefully 
guard our conduct, so that we may maintain that reputation 
in the future? Once upon a time the Savior said to one of 
His disciples, “Whom do men say thatI am?” What would 
you give to know just what each one of your customers 
thinks of you as man, your business methods in dealing with 
them, the treatment they receive from you and your store 


force? ‘ 
About the Future 


Now then, gentlemen, as a matter of a little climax to my 
little discussion of what I consider a very important subject, 
just a word about the future. Always remember that beyond 
the blue horizon there’s a rising sun. I wouldn’t like tu be 
called a moon-eyed optimist, nor a squint-eyed pessimist. I 
think one extreme is as bad as the other. Somehow I 
can’t help feeling that brighter days are ahead for the inde- 
pendent merchant who does conscientiously the things he 
knows he should do, and that are necessary for the suc- 
cessful, profitable conduct of his business. A great many 
of the mass distributors, as you know, are in a very bad 
way. Some of them are failing. Schulte-United went to 
the wall the other day with $16,000,000 liabilities and $9,000,- 
000 assets, Chain Store Age for January gives a very gloomy 
sales report and showing for most of the chains. Probably 
the worst showing is that of the mail order group, due to the 
fact that catalogs printed last spring and summer have prices 
entirely out of line, due to the recent decline in prices of the 
commodities they carry, and ordering from the catalog is 
almost a lost art. Regardless of what the soap box orator 
may have to say about it, there are 47,000,000 wage earners 
in this country and some of them are in your town. There 
are a few of them unemployed, and it is a few when com- 
pared to the number as a whole. Some of them are still 
Had you stopped 
to think about how much more purchasing power they have 
now than they had a year ago? Every year they have to 
have a certain amount of merchandise, because the world 
must be clothed, fed and sheltered. 

Let me leave this thought with you: Whatever changes 
may come in business and distribution, business will go on, 
and those who are worthy will be the ones to do it. The 
store that serves legitimate requirements consistently and 
persistently will continue and go forward. These stores 
will be manned by keen, level-headed men of clear vision, 
who not only think straight and talk straight, but who give 
service every day in the year, with every transaction they 
make, and never lose faith for a minute. This kind of men 
are responsible for the world’s progress, and they will con- 
tinue to be successful just as surely as modern civilization 
shall endure. 

Heads up for 1931. Somebody has said that diamonds 
are just lumps of coal that stayed on the job. 
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THE BIG SELLERS 


Star Heel Plates are the 
dealers’ big sellers. They 
are made of the best qual- 
ity and are heavier and 
larger than other brands. 


STAR 
HEEL DLATES 





SOIL Y 


s MW o> 








SEALER s Ss 
ap se are now made in eight 
* (MU ‘ . 

pe popular sizes from No. 00, 
Ory the smallest, to No. 6, the 
(SUD largest. Packed % gross 






\ —— 
STAR 


* #") 
“AWN 
\ | 








pairs to each box. Also put 
up (3 pairs assorted) on 
cards, sizes ‘2-3-4. One 
dozen cards to the bundle. 


Send for samples and _ trade- 
prices. 


8 Sizes 
Nos. 00 to 6 
Above Illustrations ex- 
actly one-half size 


STAR HEEL PLATE CO. 


357-391 Wilson Avenue Newark, N. J. 












































Jobbers Like 
ALMO Fibre Ware 


They know that every one 
of the 20 different items is 
thoroughly indurated and 
stays so. 


Fibre Ware that bears 
the ALMO Trade Mark 
is always made from 
genuine wood pulp— 
and not from waste 
paper. Almo means 
a guarantee and is 
your protection. It 
gives complete sat- 
isfaction and re- 
turns a_ profit 
which makes 
selling it 
_ worthwhile. 


Acid 
Proof 


It 
Sells 
Well 


to users of 
light acids, 
chemicals and 
dyes, who must 
have Ware that 
is impervious to 
all these liquids. 
It also resists boil- 
ing soda alloys. 

Cannot rust, break or split. 
Non-conductive. Sells on 


merit and gives permanent 
satisfaction. Send for catalog. 










Fibre Spittoons 


Almo Trading & Importing 
Co., Ine. 


1 a SO “/ 61 East 11th St. 


Measures 


New York 




































Catch the 
Angler’s 





yr with 


WINCHESTER 


TRACE MARK 


RODS AND REELS 


BEAUTIFUL TO LOOK AT 
BEAUTIFUL TO HANDLE 


Split bamboo fly and casting rods — 
solid steel rods —tubular steel rods 
— precision-built reels. 


\ affection as completely as a 
W Winchester Gun. 


The bulk of business in 
“A this line (about 75%) 
can be done by hand- 
ling six or seven best 
selling Winchester 
numbers. Simpli- 
fied stock. Multi- 
plied sales. 


Ask your job- 
ber for full 
details — 





WINCHESTER REPEATING ARMS COMPANY 
New Haven, Conn., U.S. A. 
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Oh Boy! 
That’s a New One 


Youngsters enjoy playing with Arcade 
Toys for there is a never ending supply 
of new and active items added each year. 
Keep in step with their demands by order- 
ing the latest Arcade cast iron Toys now. 
Write for the new 1931 Toy catalog. 


New York 
Toy Fair 
Feb. 9-28 


Room 307 
5th Ave. Bldg. 


Ask Your Jobber for Prices 


ARCADE «TAYS 


"They Look Real” 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 


NEW YORK DALLAS J.T. ROWNTREE 
200 Fifth Ave. D. D. Otstott, San Francisco Salt Lake City 
CHICAGO Inc. Los Angeles _ Seattle 
553 W. Randolph St. Santa Fe Bldg. Denver Portland 





Your Invoices and Discounts 
(Continued from page 90) 


ment for checking and okay. When the invoice is regis- 
tered it is customary to carefully note the terms and 
datings and make such notations in the accounts pay- 
able ledger. 


Special attention should be given to each individual 
invoice pertaining to terms and datings because fre- 
quently invoices carry special concessions that are easily 
overlooked in those instances where the accounts pay- 
able department has not been advised as to these con- 
cessions. Special terms are of unusual importance to 
the dealer inasmuch as they represent additional profit 
gained by taking advantage of added discounts which 
are realized by discounting invoices within a specified 
period of time. Extended datings are also advantageous 
due to the fact that the merchant does not need to invest 
his cash capital as rapidly as is necessary through the 
regular channels, and in many instances a portion, or 
possibly all of the stock is resold before it is necessary 
to pay the invoice. 


It is a general practice to check the invoices with the 
merchandise when it is received in the stockroom, and 
the importance of this action is easily recognized be- 
cause here verification of shortages can be noted and 
claims filed in ‘the usual manner. Cost-symboling and 
pricing is also advantageously accomplished at this time. 


Transportation costs are essential in arriving at the 
cost of merchandise and in this connection it is advis- 
able to attach the freight and express expense bills to 
the invoices or note thereon such information as may be 
of value if future reference necessitates needing in- 
formation of this nature. 


Special attention is cited to the fact that the clerical 
department requires the department manager’s “Quan- 
tity and Prices O. K.” on each invoice. When the in- 
voice is returned as having been checked, a verification 
as to the price extensions and footings is made and the 
invoice is then ready for payment according to its terms. 


As an aid to the accountant in the verification of 
wholesale discounts, a Discount Multiplier Table (Fig. 
8) is shown to assist in the rapid calculation of com- 
bination discounts. As an example: A purchase of 
$69.76 is entitled to a trade discount of 35-20-5 per cent. 
Multiply $69.76 by the multiplier 0.4940 and you have 
the net result of $34.46. 


One of the most difficult problems that the merchant 
faces in discounting his invoices is a method whereby 
he can formulate a record to call attention to discount 
dates, especially on those invoices that carry special 
discount inducements. A small, daily desk calendar 
offers the best possible solution to this problem in that 
it provides a simple system for notations on specific 
dates of invoice or invoices discountable at that time. 
This system has been employed with gratifying suc- 
cess and can be operated with ease. (Fig. 4). Page 90. 


If the procedure as outlined is followed there should 
be no difficulty in checking the monthly statements with 
the accounts payable preparatory to making the regular 
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GENERAL SALES OFFICE - 





Patented, U. S. A. Feb. 12th, 1929 
Canada, March 6th, 1928 


Little Giant Bush Hook 


A practical tool that combines a good Bush 
Hook and Axe in one handy implement. 


Without an equal for cutting the heaviest 


bushes and small trees. Does the work 
quickly and easily. Saves time and labor on 
every job. 


The axe feature is entirely new and greatly 
appreciated. Blades are made of Crucible 
Steel, nicely polished. Hickory handle is 
30 inches long, affording perfect balance. 


Wherever shown this new tool has made a 
real hit and proved a profitable seller. 


It is eagerly sought by Farmers, Lumber- 
men, Road Contractors, County and State 
Highway Departments, Electric Light and 
Railroad Companies and many others. 


Carefully packed—'4 doz. in a crate. 
Weight—50 lbs. gross—39 lbs. net. 
Send for trade-prices now. 


NORTH WAYNE TOOL CO., Oakland, Maine 


6331-6351 Tireman Avenue . 





INDIANA 


X-TRA QUALITY 






for Indiana Shovels. 


Newcastle 


Just as that extra run often wins a ball 
game, so does that X-tra Quality win sales 


The steel used in making these famous shovels is the kind 
used in the finest plows in America. You know the rough 
treatment plows withstand—then, pity the man who tries 
to “wear out” an Indiana X-tra Quality Shovel. 


Send for Catalog 


The INGERSOLL STEEL & DISC CO. 


Successor to The Indiana Rolling Mill Co. 






Indiana 








Detroit, Mich. 
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Get Ready for Spring Grinding— 


In the Spring the farmer 
looks over his various edge 
tools and implements that 
need grinding. Show him 
the popular priced Harvest 
King Grindstone for use 
with Gas Engine or Electric 
Power. 


Call attention to its practi- 
cal features and splendid 
equipment. It has heavy 
STEEL ROLLER BEAR- 
INGS; a stone that takes 
right hold and gives tools 
a keen cutting edge; and a 
convenient hand crank and 
drip cut. The best stone 
ever produced for the price. 





Can be set up very quickly. 
Attractively finished in 
green and black. Speed 
about 70 r. p. m. our standard high grade 


selected “Cleveland” Grind- 

Note the other details be- stone. Shipped folded com- 
plete, stone crated separately 

low cut, and order early for 

Spring Grinding. 


“CLEVELAND” 


Grindstones 


are made in other models for every requirement. 
The NORKA is a fine grindstone for general use. 
Operator sits on a saddle and double-treads it like 
a bicycle. Stone turns easily in a ball-bearing de- 
vice, fully enclosed to keep out 
dirt. Balls cannot work loose 

or drop out. Has clothes pro- 
tector. Equipped with Gen- 
uine BEREA Grit 
Stone, the most satis- 
factory for general 
grinding. Send for 
complete catalog and 
prices. 


Frame of heavy angle steel 
14%” x 1%” x %”, strongly 
braced and is equipped with 






EL 
een 4 
rey ( ‘No 
NORKA a 
Shipped knocked down. Frame s AY 
folded and enclosed in strong Vp sto 


crate with stone. 


THE CLEVELAND QUARRIES COMPANY 
Cleveland, Ohio 
28 West Broadway, New York 
Lombard & Co., Inc., Boston, Mass. 
New England Agency 

















remittances. Hereto care should be exercised in com- 
puting the remittances inasmuch as too many errors 
would prove costly, and surely at this point it would be 
folly to become lax in your computations when diligence 
has been observed in securing accuracy to this stage. 


Systematic filing of all invoices when they have served 
their purpose is a good business principle as it estab- 
lishes a ready reference in the event that it is necessary 
to look for invoices at a future date. 


The technique employed in the proper handling of 
invoices in a profitable manner is not at all complicated, 
and when a system is set up and carried out with pre- 
cision, the merchant is assured of accuracy in his 
records. ‘There is no set rule to observe in keeping these 
records but the general idea should be followed to in- 
sure a record that is worthwhile. 


An Actual Demonstration 
In Store Planning 


(Continued from page 77) 


also make it easy to get to the housewares department 
in the next building. 


In the old plan paints, varnishes and lacquers were 
carried in the basement. But here is a line that carries 
a good profit and in a store the size of this one should 
be able to show a volume of business to warrant a first 
floor location. Women nowadays buy much of this ma- 
terial especially in the lacquers and having this depart- 
ment near the housewares should make buying from 
the display easy. 


Brushes, thinners, and other painting accessories in- 
cluding sand paper and the smaller cans should be dis- 
played on open top display counters across the aisle 
from the paint shelving along the wall. 


Displays of larger floor goods such as heaters, cabinet 
radios and other items can be displayed toward the rear 
of the store where the sales talk will not be interrupted 
and a customer can have every opportunity to compare 
the different styles and models. 


Steel goods while shown on the rear wall in the new 
plan could also be displayed to good advantage around 
the stairway leading to the second floor. 


One big disadvantage in the store shown here is the 
steps up which the customer must climb to get into the 
store at the entrance: People do not like to climb steps 
and while it would no doubt involve quite a little ex- 
pense to lower the entire main floor, yet many merchants 
have done this and made it pay handsomely. 


Every store has an arrangement problem just a little 
different from every other store so if you have a prob- 
lem or two of this kind send in a rough sketch like 
this man did and we will do our best to help you. 
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 * Diainond — 


NOZZLE 





The Nozzle 
That SELLS 








and the Counter Display 


that Sells it 


For more than 30 years the SHERMAN 
Diamond Nozzle has outsold all others. 


And outlasted them all, because it is 
made entirely of Heavy Wrought Brass 
and is absolutely RUST-PROOF. 


So efticient—it throws more water far- 
ther than any competitive nozzle made 
of cast-brass. 


So perfectly constructed—its accurately 
centered SPRAY POINT insures an 


even spray at all times. 


So durable—it can be run over with a 
lawn mower without injury. 


Shipped one dozen nozzles, each 
wrapped in Tarnish Proof Paper, in a 
Counter Display Carton which MOVES 
the goods as soon as shown. Order early 
for the coming season. 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 





Tom Thumb 
Grown Mighty 








No. 94 Casement Operator 





Only a little fellow, with the strength of an 
ox—That’s the “Rixson 94.” This powerful 
device is concentrated in a case which mounts 


completely on stools only 1” wide. 


This tiny size proves useful in practical ap- 
plication on a range of stools from the narrow- 
est to average widths. This is because there 
has been no sacrifice for the sake of size in its 
operation features. It moves a casement 
through 90° in 3% turns of the handle, locks 
automatically at any point secure against in- 
trusion or rattling, causes no interference with 
fly screens—in short, does a man’s size job. 


Pass its values on to your customers. 





THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue . Chicago, IIL. 
New York Office: 101 Park Ave., N. Y.C. 


Philadelphia Atlanta New Orleans Los Angeles Winnipeg 


You Can Stake Your Reputation 
on - - 









WIE 











Builders’ Hardware 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 




















142 HARDWARE AGE for FEBRUARY 5, 1931 








but over-optimism is dangerous. 
Get facts. Base 1931 plans on 
business of 1930. Economists say 
there will be improvement by 
spring. They base their prophe- 
sies on low inventories, asserting 
that the pendulum must swing 
back. They also point to the fol- 
lowing indications of improve- 
ment: Increased activity in the 
automotive industry. Improved 
conditions in the-steel industry. 
Healthier conditions in the bank- 
ing situation. Money was never 
so cheap. Saving bank deposits 
are at a highimark. On these facts 
they base their opinion that the 
buying desire will return.” 
Frank P. Holland, Jr., president, 
Feeder-Breeder Assn., Dallas, 
opened the second session with a 
talk on one phase of Texas agri- 
culturalist—The Feeder-Breeder 
Movement. “People have been told 
about reducing cotton acreage, 
but have not done it. Each went 
home and planted a little more, 
thinking perhaps someone else 
would reduce a little. We could, 





THERE’S PROFIT IN DOORS THAT NEED 


ILCO KEY-BLANKS 


And there’s a reason for that 
profit! ILCO has put its entire 
resources into encouraging the 

4; key-cutting business. 
located at strategic 
trade centres throughout the 
country bring you unequalled 
ILCO service. Continuous study 
is given to ILCO products to | 
maintain their high quality. 
ILCO is accepted everywhere 
as standard because of its guar- 
anteed quality, its reasonable 
price range and the prompt 


OO 
On 


offices 
Le 
service it offers. 
NA 
o 


you to investigate the oppor- 
tunity offered by ILCO key- 
blanks. Act now! 


(Continued from page 119) 


a few years ago, raise cotton prof- 
itably, but now we can’t. There 
is no use to tell an owner to re- 
duce cotton acreage unless you tell 
him what to do with the land. 
The cotton now produced is a 
lower grade. Cotton fleas, root 
rot, etc., have reduced the acre- 
age. Something had to be done so 
the Feeder-Breeder Association 
was thought of. Cattle were being 
sent North to be finished. If you 
want a good steak, you have to go 
to Kansas City or Chicago to get 
it. We sent one-half million lambs 
out of the State each year. The 
two objectives of the Association 
are to get more money for the 
stock raiser, to make it possible 
to raise feed stuff on cotton land 
and afford more for our own 
cattle. We are not raising any 
more cattle, just transferring the 
feeding grounds.” 

One of the features of the meet- 
ing was a talk by Frank A. Rogers 
of San Antonio on “Are Your Em- 
ployees Honest?” Mr. Rogers has 
been checking stores in Texas for 


Texas Association Held Constructive Convention 


a number of years. He gave the 
results of his experiences. He 
traced the causes of dishonesty and 
gave methods of checking so the 
manager of a business could keep 
this business loss to the minimum. 

Paul Mulliken talked on “Diag- 
nosing Tex Henry Brown.” He 
showed how necessary a system of 
business control was to the hard- 
ware merchant and voiced the 
opinion that some day every Tex 
Henry Brown would be using it. 

The final session was devoted to 
the question of Implement Sales 
Methods—with the following deal- 
ers talking on various phases of 
the implement business: J. H. 
Lawless, Waco; H. H. Hering, Mc- 
Gregor; C. T. Buie, Itasca; W. C. 
Lloyd, Bay City; Gilbert Pecha- 
cek, Abilene, and W. F. Barclay, 
Waco. The program was summed 
up by J. E. Waggoner, sales pro- 
motion manager for Oliver Farm 
Equipment Sales Co., Chicago, Il. 

Mr. Waggoner’s talk was very 
well received. He not only summed 

(Continued on page 144) 











Branch 


Gem Fountain 


It will pay 





THE INDEPENDENT LOCK COMPANY wmassacuusetts 





FITCHBURG 








—MOE’S LINE— 


A Big Up-to-Date Line of Good Poultry 


Many years of satisfactory service to the poultry- 
man have given 
standing in the trade. 
complete line, moderate in price, and nothing 
better made. A profitable line to sell. Write for 
72-page Catalog and Prices. 


HoEFT & COMPANY 


2305 Davis St. 





Eclipse Chick Feeder 


Equipment 


“Moe’s Line” a recognized 
It is a high grade and 


North Chicago, IIl. 
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RED BRAND ” Galvannealed ”’ Ordinary galvanized fence taken 
taken down for shipment, after 44% down for shipment, after 4% 
year Weather Test. Still coated year Weather Test. Zine coating 
with zinc. Almost as good as new. gone; wires badly rust pitted. 


Easiest of all to sell because farm folks know 
(through farm paper, direct mail, NBC broadcasts 
and motion picture advertising) RED BRAND 
costs far less than the cheapest fence they can buy 
because it lasts far longer. 


Most profitable of all to sell because, already pre- 
sold, it requires less selling effort; sells in larger 
quantities by spreading over entire communities; 
need never suffer price cuts to meet competition, and 
its fair, standard retail price affords generous dealer 
earnings. 


RED BRAND Fence 


““Galvannealed’’—Copper Bearing 


won over every competitor in the Burgess Gulf of Mexico 
41%, year Weather Test. Here, two examples are shown. 
These two field fences of 11 gauge wire (left, RED 
BRAND “Galvannealed”’; right, ordinary galvanized) 
were stretched side by side (with 45 other different makes 
and sizes) for 4% years in damp salt sea air on the Gulf 
at Galveston. Just a glance at these pictures proves 
RED BRAND superiority. Further evidence is found in 
the signed report of the Burgess Laboratories (written 
after the completion of the test) which reads: “Some of 
the ordinary galvanized wire fences have almost entirely 
disintegrated, while ‘Galvannealed’ wire is still in such 
good condition it will give considerably longer service— 
they were definitely superior to any competing fence which 
was erected.” 


A drive for fence business this spring will prove exceed- 
ingly profitable for those who handle RED BRAND. 
Farmers by the hundreds of thousands are adopting a 
definite farm plan. Such a program demands long life 
fences. Long life demands RED BRAND. 


The desire for RED BRAND FENCE “Galvannealed” 
and Copper Bearing has spread from farm owners to 
fence dealers. There never was a time in this country’s 
history when more dealers were becoming interested in 


this longer lasting, easier marketing product. Applica- 
tions for dealerships are coming daily. If there is not a 
representative RED BRAND FENCE dealer in your 


locality, then this selling opportunity is open to you. 
Write for dealer facts today. 


Keystone Steel & Wire Co. 
PEORIA, ILL. 


“Galvannealed” process patented and controlled only by Keystone. 


















No. 220 


hroughout 


the life of any structure 


GRIFFIN HINGES 


prove worthy of the im- 
portant part they play 


in daily service. 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 
hy eae OM 2. e Ons bn OB 2S eo aS 


Branch Offices:- 


NEW YORK: 45 Warren St. BOSTON: 76 BATTERYMARCW 
CHICAGO: 555 W. RANDOLPH ST. SAN FRANCISCO: 703 MARKET tv 
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up what the dealers said but drove 
home in a very effective way the 
high points of successful sales 
promotion. 

The new officers elected were as 
follows: Jas. H. Ewing, Robs- 
town, president; A. C. Toudouze, 
San Antonio, vice-president; H. H. 
Tracy, Tulia, director; George D. 
McCormick, Midland, director; 
Walter Henna, Round Rock, direc- 
tor; Fred Pfeuffer, New Braun- 
fels, director; W. C. Timberlake, 
Texarkana, director; H. A. Turn- 
er, Madisonville, director; Lee 
Watson, Brownwood, director; 
Paul Sherrod, Lubbock, director ; 
Kent S. Manning, Harlingen, di- 
rector. Advisory Committee: F. 
X. Schad, Gainesville; S. L. Rand- 
lett, Lancaster; T. C. Thompson, 
Canyon. 

The committee on Sales of Ap- 
pliances by the Public Utilities 
made a report and asked for more 
time to gather facts. They said 
that they had already visited sev- 
eral cities and towns, talked to 
dealers, had had several commit- 
tee meetings, discussed the situa- 


Texas Association Held Constructive Convention 


(Continued from page 142) 


tion with the power companies and 
had made progress. There was 
much more work to be done be- 
fore they could make a final re- 
port. The chairman of the commer- 
cial section of the Southwestern 
Division of the N. E. L. A. has 
asked that the two committees 
hold a conference. This is.to be 
done at an early date. It was 
found that the situation varies in 
different sections of the State. The 
committee also called the atten- 
tion of the convention to a new 
bill in the Legislature for a com- 
mission to regulate the utilities. 

The entertainment of those in 


attendance was given up to its 
usual high standard by the Dallas 
Hardware & Implement Club and 
the Texas Hardware Jobbers. The 
ladies were guests to two lunch- 
eons and style shows, besides the- 
ater parties—then they, with their 
husbands, were guests at a dance, 
banquet and special show. 

It was one of the most construc- 
tive conventions ever held for Tex 
Henry Brown. The business de- 
pression had put Tex in a serious 
mood—he came to the convention 
to profit by it and he went home 
equipped to do a better job in 
1931. 





Stainless Steel and Chromium 


Many apparently believe that the 
increase in the use of stainless steel 
and chromium means a loss in the 
consumption of nickel, particularly in 
the automobile industry where lus- 
trous metals are used for trim. How- 
ever, these “substitutes” are, in fact, 
boosters for the use of nickel. A 
large percentage of stainless steel is 


Increase the Use of Nickel 


nickel. Seven times as much nickel 
is used with chromium plated articles 
as when the nickel was used by itself 
in former days before a vogue for 
chromium had developed. It has been 
found necessary to have a nickel base 
to get the best results when chrom- 
ium plate is used. Monel metal (which 
is highly nickel) is said to be displac- 
ing aluminum in the kitchen. 








leaving a mark. 


rubber specialties with prices. 


370 Atlantic Ave. 








Rubber Chair Tips 


of six different styles and sixteen different sizes 
in a neat showcase display box. 
injury to the floors and muffle noise without 


Our Catalogue shows our complete line of 
Send for it. 


ELASTIC TIP CO. 


They prevent 


Boston 











OUT OF SIGHT — 
AND OUT OF MIND— 


Display . . . display. . . display 

. and still more display. 
What is out of sight is largely 
out of mind. Let your stock 
do its own measure of selling. 
There is a continual stream of 
articles in HARDWARE AGE 
to aid you in effective window 
and counter displays. 


Keep in Step With This Modern Trend 


- 
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Why SILVER LAKE SASH CORD Lasts Longer 


Made of 100% long staple cotton. It is tightly braided and pre-stretched. 
Has no false core to disintegrate or rot away. Diameters are uniform 
and a special finish makes for better flexing over window pulleys. 
And, with all the advantages, it costs but a few cents more 

per window. = ---~-...4_4-_- 


LOOK FOR THE NAME 
STAMPED ON EVERY 
© 10) an ©) am 10) 18) 
































MACHINE SCREWS CORBIN 


Wood, Drive, Coach, Machine, Set, Cap, Thumb SCREWS—Special Automatic Screw 
Machine Products—Stove, Tire, Sink BOLTS—Machine Screw, Stove and Tire Bolt, 
U. S. S., S. A. E. Castellated, S. A. E. Plain NUTS—Jack, Plumbers’, Register, Safety, 
Furnace, Ladder, Sash CHAINS—Escutcheon Pins—Speedometers—Tachometers. 


THE CORBIN SCREW 
CORPORATION 


THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 


NEW BRITAIN, CONN. 


Warehouses: 


New York Chicago 
Philadelphia 
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HIGH-POWER BURNER... 
GREATEST Oil Stove IMPROVEMENT 


IN 25 YEARS 


Makes obsolete millions of oil stoves now 
in use. Opens broad replacement market. 
Are you prepared with sufficient stock of 
Perfection stoves with High-Power burners 
to take full advantage of this opportunity? 


PERFECTION STOVE COMPANY 
7609 Platt Avenue Cleveland, Ohio 








Trow & Holden“Barre” Tools 


For Granite Cutters 
And Stone Workers 


Illustrated Catalog Upon Request 
Trow & Holden, Barre, Vt. 











DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 








The Original 
Drain Pipe Cleaner 


A Quality Product 

At Popular Price 
With Handsome Profit 
For Jobber and Dealer 
Efficient and Economical 

Oldest — Strongest — Best 
Uniform in Quality 
and 


Thoroughly Guaranteed 


A Trial Order Will Con- 
vince You of Its Merits 


Order Through Your Jobber 











MANUFACTURED BY 
THE CHAMBERLAIN COMPANY, Pittsburgh, Pa. 

















Western 
Cartridge 
Window Display 
In connection with the re- 
cently announced Super- 


Long Range .22 cartridges, 
Western Cartridge Co., 


East Alton, Ill., offers this 
display. The giant car- 
tridge is shown in natural DOUBLE 
colors bringing out the ACTION 
contrast between the sil- 3 gf rowner 





ver and gold of the car- 
tridge. Background is 


bright blue, while the tar- 
gets on either of the side panels are red. Yellow and red lettering ap- 


pears on the display. Unit measures 40 x 26 inches over all. Display, 
which is scored to fold into three panel$ will be sent without charge to 
dealers carrying the new Western cartridge. 


Giant Roller Coaster 


The Conestoga Corp.; Bethlehem, Pa., has developed a new Giant Roller 
Coaster in place of the one formerly made as part of the Reeves toy 
line, acquired by Conestoga. Model GRC, as it is known, is 42 inches 
long and is finished in four brightly contrasting colors, red, green, ivory 





and black. It is packed in a gaily colored box and is offered to sell for 
the suggested retail selling price of $2.50. A system of counterweights 
has replaced the spring motor used in the former model. A set of 
twelve steel balls is included with each coaster. The little car with its 
two passengers is started down the track. When it reaches the end 
tower, it returns along the lower track to the bottom of starting tower, 
where it enters an elevator, at the same time releasing a ball at the 
tower top. Counterweight of the descending ball raises elevator to top 
of the starting tower, where the car is automatically tipped out upon 
the track, and started on another trip. 


‘ 


Apartment Model 
Bissell Sweeper 


A sweeper especially de- 
signed and constructed 
for use in apartments, 
small homes or rooms with 
limited space, has been an- 
nounced by the Bissell 
Carpet Sweeper Co., Grand 
Rapids, Mich. It is known 
as Bissell’s_ Apartment 
model and embodies all 
Bissell features, including Hi-Lo brush control, Cyco ball bearings, rub- 
ber corner cushions and best quality bristle brush. It is compact and 
attractive, being two inches shorter and three-quarters of an inch lower 
than the regular Bissell sweeper. The size of this new model permits 
its use, with greater ease, under tables, buffets, davenports and other 
pieces of furniture not having sufficient. clearance to permit use of the 
full size sweeper. In appearance it is distinctive, having dainty curved 
case, nickeled trim and blue-black tone finish. ee 
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Customers 


Your 


FAULTLESS 


CASTERS 








New York 
Chicago 
Grand Rapids 
Los Angeles 


FAULTLESS » CASTERS 
EVANSVILLE, INDIANA 





High Point, N. C. 


NOEITING 


Canadian Factory: 
Stratford, Ontario 





PIVOT BEARING 
BALL BEARING 

GRIP NECK 

TRUCK CASTERS 
INSTITUTION CASTERS 
A COMPLETE LINE 
















=» BIG-BANG 


SAFE CELEBRATORS 


Safe Shooting Toys with a Real Flash and Bang 








New Giant Roller Coaster 


and other Live Numbers 





Showing at 
PENNA. & ATLANTIC 
HARDWARE EXHIBITION 
February 10-11-12-13 
Commercial Museum 
Booth 306 
Philadelphia, Pa. 


NEW YORK TOY FAIR 
February 9 to 28 
Permanent Showroom 
Room 461 
Fifth Ave. Building, New York City 








THE CONESTOGA CORPORATION 
Main Office and Factory, BETHLEHEM, PA., U. S. A. 


Export Dept.: Office No. 605, 130 Pearl St., New York City 









Sharp Spurs 
Thin Lips 





| — waar > 
- Feed Screws 


O the above three reasons for the increased 
demand for the genuine Russell Jennings Bits, 
add the six that follow: 
Sharp cutting edges that stand up. ...... The 
“double twist” a success for 75 years...... Throat 
shaped for ample chip clearance. .... . Sized to 
micrometric exactness. ..... Tested in hickory be- 
fore leaving factory...... The full name that iden- 
tifies the genuine. 
For 75 years, fine craftsmen and skilled amateurs have preferred 
Russell Jennings Bits. Easy boring—long wearing. 


Distributed Through Wholesalers 


THE RUSSELL JENNINGS MFG. CO. 
CHESTER, CONN. 














“IVES” Patent Ventilating Lock 





Showing Window 


Manufacturers of 
Closed. Open. 


“Quality Hardware Since 1876” 


Showing Window 


Window and Door Specialties 


TueE H. B. Ives Co. 
New Haven, Conn., U. S. A. 




















FAMOUS 
SINCE 1907 


FREEZING 


NE 


7 pr Manufacturing aha 





Fis 
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New Improvement.on 


me quncomb- 


Convex Shape Frame 
This improved frame gives greater 
strength and longer service to this 
light weight, broad sweep lawn 
Nationally advertised in 
magazines. 


Ask Your Jobber 
for fall information. 










— aa 







Made by 
EASTERN 
hh TOOL & MFG. CO. 
BLOOMFIELD N. J. 














The Police areN Not Taking Chances 


za with either thugs 
7“ 








or handcuffs dur- 
ing these days of 







Wesent 12 Ounces 





t—~ ae crime and vio- 

{ Ye lence. 

\ i They know that 
. PEERLESS 








- Handcuffs 
Cannot Become Locked in the Pocket. 


They also know that they can snap them on in a jiffy, and 
double lock them, if necessary. And they’re light to carry— 
weight only 12 ounces. Good profit. Send for folder and 
prices. 


Peerless Handcuff Co., Springfield, Mass. 











There's Always 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
Carry a neat profit. This 
steady income acts asa bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 

Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St N. Y. C. 























Union Fork & Hoe Co. 
Lithographed Door Plate 


The Union Fork & Hoe Co., Columbus, Ohio, offers an attractively litho- 
graphed door plate, size, 4% x 934 inches as a companion piece to the 





Union All-Steel display rack. Upon request, one of these door plates 
will be sent to any dealer owning one of the display racks. 


Stokola 
The Stokola is a light 
weight heater, 


offered with or with- 
out circulating cabi- 
net, to sell for the 
suggested retail price 
of $87.50. The Sto- 
kola Corp., 3828 -N. 


Kilbourn Ave., Chi- 
cago, Ill., makes this 
heater, which is 


equipped with up- 


right combustion 
chamber, separate 
air-cooled _ reservoir 


and rotating self 
feeHing grate. Its 
weight is only 200 
lb. Coal is fed 
through the coal 
chute every 24 hours 
into the air cooled 
coal reservoir and 
rests on the revolving 
grate. Preheated air 
meets the hot gases 
in the combustion 
chamber, _ insuring 
complete combustion. 
Burned gases pass up 
the combustion flues 
and pass over the top 
of the coal reservoir, 
depositing into the 
reservoir any soot 
that may have es- 
caped combustion. Coal feed is large and coal reservoir holds five 
scuttles of coal on first fueling and three for each 24 hour refueling. 
Grate revolves on roller bearings. Claw bars are placed alternately; one 
rocks and one is stationary. Stationary bars hold the fire bed and the 
rocking bars permit the ashes to drop to the ash pit, which holds ashes 
for a full reservoir of coal. The shelf keeps the weight of the coal on 
one side of the revolving grate. The maker states that the Stokola has 
a heat output four times as great as any other stove, because there is 
no unconsumed carbon, and no smoke or waste. 
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Si. Louis’ Finest Hotels 
LENNOX 


9th and Washington. Saint Louis’ 
newest, smartest. Tub and shower 
in every room. 400 Rooms—Rates 
from $3.00. 


MAYFAIR 


8th and St. Charles. The quiet atmos- 
phere of an exclusive club. 400 Rooms 
—Bath in each Room—Rates from $3.00. 


KINGS-WAY 





Operated by Kingshighway at West Pine. Oppo- 
Heiss Hotel System site beautiful Forest Park. Room and 
St. Louis, Mo. Bath for 2 from $4.00. 











HUNDREDS OF FENCE DOLLARS 
FOR HARDWARE MERCHANTS 


are the logical 
man to handle profitable neighbor- 
hood fence business. 

Take orders from homes, play- 
grounds, parks, miniature golf 
courses, factories, etc. Good mar- 
gin. No investment. Leading fence 
manufacturer for last 45 years. 


Write today for complete details. 


The Stewart Iron Works Co., Inc. 
737 Stewart Block Cincinnati, O. 











Why You Should Sell 





BETTER CANS 


Better made of better materials—and 
including many exclusive features that 
assure long life and utmost satisfac- 
tion—WITT Cans meet the require- 
ments of customers who consider 
quality and service above price. They 
= a little more—but they’re worth 


WITT CORNICE CO. 
Cincinnati, Ohio 





Styles sizes y THE 
page Send for ae 2114 Winchell Ave. 





YERS rnen 


MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—te 
make it accessible and convenient for clerks and stock men 
to handie with absolute safety—to Insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and - a ladder of ample strenyth for 
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safety, One style onl eo of 
design —attractively ‘Telned——onn helaht —eauly tallied — 

meets most requirements. Circular on request. 
© MEPFEMYERS & BRO.Co. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 














© ¥ A Good Selling 
Soldering Flux 
That Works Well With ALL Metals 


RUBYFLUID acts quickly. Makes the solder flux 
perfectly, and adhere to the metal firmly. Will 
not corrode or tarnish. A complete substitute for 
acids, zinc chloride, and sal ammoniac. 

Endorsed by nationally known companies who use 
only the BEST. Shipped ready for use in con- 
venient tins. Sizes: % pt. to 10 gals. Also in 
barrels and half-barrels. Always a good seller. Write. 


RUBY CHEMICAL CO. Send for a 
68 McDowell St., Columbus, Ohio FREE Sample 











LAMS 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 











We Are Headquarters 
for Washers of Every Type 


Make all kinds and sizes of Wrought 
and Steel Plate Washers. Roll the 
plate ————, for the purpose at our 
own works. ave specialized in this 
ne for over 40 years. Also STAMP- 


Buy from oe eed and save 
money. Send for 45 page Catalog. It 
contains practi washer information 
that every dealer should. know. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 


The World’s Largest Producer of Washers 














Merchandising 
METHODS 


aaet's the keynote for 

1931. Are you fully 
prepared to master 
this problem in your 
own store? If not, our 
service department 
can be of a as- 
sistance To 


Heller Syston of 





obligation) 


he 


Merchandising Systems 


W. C. HELLER & CO. 
—— Ohio 


New York Office: 20 Vesey St. 
Suite 500 
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post paid. 

Positions Wanted and Help Wanted adver- 
i t t Special Rate of one cent a 
word, minimum fifty cents per insertion. 








ad 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





CLASSIFIED ADVERTISING THE FOLLOWING RATES : ati 
RATES apply to “Business Opportunities,” “Sales | Bach additional’ inchs 2 02000000221°&00 
A Accounts Wanted” and “Sales Representa- — 

Advertisements from unemployed tives Wanted” Advertisements. Discounts fcr Classified Advertising 

accepted free of charge; inserted 4 insertions, 10% off; 8 insertions, 15% off. 

in two consecutive weekly issues. Set Solid, Minimum of 5 lines...... $3.00 See toe ees ae eS 

Box number address may be used. Each additional line............. -60 _ "wanted Advertisements. 
All replies will be forwarded by us All Capitals, Minimum of 5 lines.... 4.00 HARDWARE AGE is published each Thursday. 
Each additional line............. .80 Forms close Nine Days previous to date of 


Average 10 words to a line 
Allow One Line for Keyed Address 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers , 


BOXED DISPLAY RATES 





publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 

















POSITIONS WANTED 


POSITIONS WANTED 





POSITION WANTED by reliable experienced salesman to represent 
manufacturer or large jobber in Illinois and Eastern Iowa. Have covered 
this territory for seven years, calling on hardware, furniture, variety and 
department store trade. Have a good acquaintance in all departments of 
this trade and will consider any good line on salary or commission and 
drawing account. First class A sadam Address Box J-61, care of 
Harpware Acr, New York City. 





POSITION WANTED—Hardware sales clerk, retail or wholesale, thor- 
oughly experienced in hardware, tools, cutlery, mill and building sup- 
plies, paints, housefurnishings, auto supplies, electric appliances, radio, 
etc., American, Christian, 42, good health and habits, clean cut appearance, 
eas sales personality, neat and efficient stock keeper, steady and re- 
on locate anywhere. F. STEARNS, 1920 Denison Avenue, Cleveland, 

io. 





HARDWARE MAN of twenty years’ experience in Wholesale and 
Retail hardware business, also sporting goods, paint, oil and glass and 
housefurnishings. Forty years of age, sober and industrious. Capable 
of taking charge and handling men. Desire change. Can furnish first 
class references. Middle West or South preferred. Address Box J-99, 
care of Harpware AGE, New York City. 





HARDWARE MAN—15 years’ experience in shelf and builders’ hard- 
ware, paints, tools, electrical and pumbing supplies. sires connection 
in or near New York City. Can take complete charge of builders’ hardware 
or paint departments and show results. Nominal salary to start. Ex- 
cellent references furnished. Address Box J-111, care of HARDWARE AGE, 
New York City. 





EXPERIENCED shelf and heavy hardware, mill and mine supply and 
building material man for 15 years manager large southern jobbing house, 
seeks connection as buyer or sales manager. Or having wide acquaintance 
among southern jobbers would represent reputable manufacturer in South. 
Address Box J-112, care of Harpware Ace, New York City. 





BUILDERS’ Hardware Contract Man experienced all classes building 
construction, thoroughly familiar Architects Plans, Details and Specifica- 
tions. Broad knowledge leading manufacturers’ lines desires connection 
with reputable manufacturer or distributor. Address Box J-100, care of 
Harpware AGE, New York City. 





CREDIT MANAGER—Has held this position with wholesaler, manu- 
facturer of paints, and hardware and with large retail organizations. Avail- 
able at once. Capable of managing office force and conducting entire ac- 
counting problem. Address Box J-116, care of Harpware AGE, New York 

ity. 





SALES EXECUTIVE—age 44—with long experience in the manufac 
ture of mechanics tools and general hardware, backed by successful record 
of accomplishment, is open to proposition anywhere. Have wide and valu- 
able acquaintance among Hardware Jobbers and Mill Supply dealers in 
all states of the Union. Credentials of a high order available. Address 
Box J-125, care of Harpware AcE, New York City. 





POSITION WANTED—A practical hardware man who has been twenty 
years with the line, am now 40 years of age, married. Have some valuable 
experience to give, would like a connection with strong retail hardware 
or am capable to manage house furnishings department, have done outside 
selling electrical equipment and radio. Address M. W. BUCKLEY, 
Alliance, Nebraska. 





PURCHASING AGENT—Age 35, College graduate. Thoroughly experi- 
enced in purchasing tools, hardware, machinery, contractors’ and mill 
supplies. xcellent knowledge of materials, values, sources of supply. 
Can create business. Now employed, with record of stability and success- 
- Pegereeness. Address Box J-124, care of Harpware Acz, New 

or’ ity. 





HARDWARE and Mill Supply Man, age 30, with over ten years’ ex- 
perience in both wholesale and retail fields, desires immediate position 
New York City or within 100 miles. Have had executive training including 
buying and selling. Thoroughly familiar with office routine work and 
modern merchandising methods. A responsible position with a promising 
future is most desired. Address Box J-136, care of HARDWARE AGE, New 
York City. 





POSITION WANTED—Capable young lady, for ten years employed 
by one concern, manufacturers’ sales representatives, as secretary and 
assistant to executive. Familiar with all office routine. Best of references, 
as to character, ability, etc. Address Box J-138, care of Harpware AGE, 
New York City. 





GERMAN, 25 years old, 2 years American experience, six years German, 
desires position in the retail or wholesale hardware trade. Metropolitan 
district but not essential. One year outside sales experience in various lines. 
Address Box J-137, care of HarpwarE AGE, New York City. 





EXPERIENCED SALESMAN with following among hardware jobbers 
and retailers desires connection with reputable manufacturer in New York 
and New Jersey territory, also have wide acquaintance among architects 
and builders. Address Box J-141, care of HArpwarE AGE, New York City. 





SALESMAN, Southern States. Southerner, age 30, now employed as 
sales representative for company rated AA-Al, desires permanent sales 
position in South. Willing to travel extensively. Excellent references. 
Address Box J-132, care of Harpware AGE, New York City. 





HIGH GRADE TOOL MAN, Hardware Executive Catalogue compiler 
and Supervisor, with both sales and purchasing ability, experienced in all 
details of hardware, electrical and mill supplies. Desires connection with 
Jobber, Manufacturer or high class retail house. Can demonstrate saving in 
production of Jobbers’ Catalogues. Address Box J-131, care of HARDWARE 
AcE, New York City. 





YOUNG MAN, New York City, age 24, with some experience as hard- 
ware clerk and locksmith, has a technical and high school education, 
handy with tools and can drive a truck. Is willing to start at a moderate 
salary in a position requiring the above qualifications. Address Box J-127, 


care of HarpwAare AGE, New York City. 





POSITION WANTED—Hardware man, ten years’ experience in buying, 
selling and managing. Desires position with jobber or manufacturer or 
what have you to offer with a future. Married, age 27. Middle west pre- 
ferred. Address Box J-117, care of Harpware AGE, New York City. 


EXPERIENCED Retail Hardware Salesman wants position. Am ex- 
perienced in glass, weatherstrip and screen work. Can drive any make 
truck. Good mixer. Virginia preferred. Address 2910 Seminary Avenue, 
Richmond, Va. 








SALESMAN with nine years’ experience particularly in southern terri- 
tory including Texas and Louisiana, desires connection with manufacturer 
of builders’ hardware, good references. Address Box J-128, care of 
Harpware AGE, New York City. , 





HARDWARE MAN—tThirteen years’ retail hardware experience, also 
paints, plumbing and electrical supplies desires permanent connection, best 
of references. Address Box J-139, care of HARDWARE AGE, New York City. 





BUSINESS OPPORTUNITIES 





FOR SALE—Modern hardware, houseware and paint store on main 
street of town of 20,000 in Westchester County. Modern fixtures and store 
front. Will be to your advantage to investigate. Address Box J-113, care 
of Harpware Ace, New York City. 














s 
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CLASSIFIED OPPORTUNITIES 


SALES REPRESENTATIVES WANTED SALES ACCOUNTS WANTED 


MANUFACTURERS looking for real salesmen at low cost should 
get in touch with us at once. We manufacture a_high class line 

















SALES REPRESENTATIVES WANTED of electrical toy peer ag — six salesmen = —, bgp co 

calling electric, sporting goods anc epartment stores, also wholesale distributors 

pg igh pGasturniehing trade. Se Si eiceen or eroeninations in the same lines. Our selling costs are too high to permit these salesmen 

{ wanted to introduce three new items never before offered and to carry the line to travel the full year. We will permit them to carry one to two other 
{ of an old established Philadelphia manufacturer who is doing a national lines on commission basis. If interested, send us six catalogs and advise 
Sasioese = | Ee my able —~s a... ae ae oe SS where and at what time you can be seen for further conference. Address 


Scrapers, Fruit Juice Extractors and s new Thermostat Controlled Appliance Box J-129, care of HArpware Acer, New York City. 




















Plug Cord Set. We would like to hear from experienced men who — the 

trade and who can launch an expansion program with the retail = = art- 

ment sores. ell’ us about t yourself and the class ¢ oe weet fo for capent SALESMAN with ten years experience selling to hardware jobbers, 

business. dealers, department stores, desires to represent manufacturer in Western 
VOSBIKIAN BROS. & CO., INC. Pennsylvania district. Best of references. Address Box J-97, care of 

180 West Oxford Street Philadelphia, Pa. Harpware Ace, New York City. 

SALESMAN now calling on jobbers in the Southern States to sell 
cutlery and few items hardware, commission basis. Established mail re- HELP WANTED 


peat business already yielding $150.00 per month commissions. State 
lines you now have and states covered. Address J-118, care of HARDWARE a 
AcE, New York City. 


SALESMEN WANTED to call on retail hardware dealers in each of 











the following states: Oklahoma, Texas, and Louisiana, by manufacturer 

having Dallas warehouse. Must have established trade on other lines. An- Local Salesman or Dealer 

swer in detail. Address Box J-121, care of HarpwareE Ace, New York wanted who is acquainted with his city or town 

City. officials. We have an interesting street and traffic 
REPRESENTATIVES wanted to sell Can Openers of merit made by sign proposition. Address 


an old established New England firm, to hardware and department stores MUNICIP AL STREET SIGN CORPORATION 


in North Dakota—South Dakota—-W yoming—Montana—Arizona—New 
sesice and Nevada. Address Box J-109, care HarpwareE AcE, New York 299 BROADWAY, NEW YORK CITY 
ity. 


MANUFACTURERS’ AGENCY WANTED. For New Jersey, for 
standard articles of merit which sells to retail hardware and house fur- . ; , : 
nishing trade, commission basis. Address Box J-130, care of HARDWARE WANTED—FExperienced hardware salesman with an actual acquaintance 
Ace, New York City. and following with the wholesale and retail hardware trade in the New 
England states or a young man with some experience in a hardware store 

A MANUFACTURER of Builders’ Hardware Specialties desires sales to sell line of padlocks and hardware in the New England States on a 
representatives on commission basis to handle line in various sections of | Salary basis. Must be well_ recommended. State experience in detail, 
the country. Address Box J-135, care of HarpwarE AGE, New York City. salary expected, and give references in first letter. Address Box J-134, 
care of HarpwarE AGE, New York City. 


























SALES ACCOUNTS WANTED i 
WANTED—FExperienced hardware salesman with an actual acquaintance 


MANUFACTURERS NOTICE! I have a N are ’ ; and following with the wholesale and retail hardware trade in the southern 
seed cans fore tad epee tox pooh line: “What gil ge Panne states, to sell a line of padlocks and hardware on salary basis. State ex- 
tory you want covered and give a8 much information as csi Gonaaiee sats: perience, salary at which you would be willing to start and give references 


: ‘| ! first letter. This is a good opportunity for a man who 1 1 
sistent, I will please you with results. Address Box J-140, cz - ye 2 J r ee 
=e ‘hoe. New York City. ss Box J-140, care of Harp Address Box J-133, care of HArpware AGE, New York City. 








WANT to represent manufacturer of tools and hardware specialties in 











the Cinncinnati, Ohio district. I have called on the retail hardware and WANTED—Manager for Retail Hardware Store. West Pennsylvania. 

department store trade in this vicinity for the past 15 years. Reference Must have experience with country and _ town trade. Population 15,000. 

if interested. Address Box J-110, care of HarpwAre AGe, New York City. Married man preferred. Reply to 207 Fourth Avenue, Scottdale, Penna. 
MANUFACTURERS’ REPRESENTATIVE, calling on jobbing trade 

exclusively, taking in all jobbing centers from Denver west, desires a few BUILDERS’ HARDWARE SALESMAN—For Orient. Must be able 

high grade connections with hardware manufacturers. Address J-87, care take off specifications. State age, experience, references, salary expected. 

of Harpware Acz, New York City. Address Box J-106, care of Harpware AGE, New York City. 
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TELL YOUR NEEDS TO THE WHOLE 
WORLD OF HARDWARE 


Secure a Position, Locate a Salesman or Representative, Hire 
an Employee, Choose a Partner, Sell a Business, Rent a Store, 
ot Profit to the Fullest by your share of Business Opportunities 


Make your wants known in the 


CLASSIFIED ADVERTISING SECTION 
of 


HARDWARE AGE 
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SET 14-A BIT STOCK DRILLS 






DRILL SETS 


This Set is furnished in a neat, 
flat leatherette case. Is conve- 
nient to carry in the pocket. Keeps 
drills clean and bright. Each size 
drill marked on the case in gold. 


THE STANDARD TOOL (0 


New York CLEVELAND’ (Chicago 





The Original 
“Horseshoe Magnet” Hammers. 
Steel forgings and strong 
permanent magnets. 


No better mag- Special shapes and 
a, * sizes for 

ayamer On Bill-Posters, 
the market. Sign-Men, 

_Window-Dressers, 
Will give long Upholsterers, 
and _ satisfac- ehh 
Aa Paper-Hangers, 

tory service in Casket Trimmers, 


home, store, or Crate and Box 
Makers and 


other trades. 


shop. 





THE HAMMER 
HOLDS THE TACK 


Send for Literature and Prices. 
Name and design trade marks-registered U. S. Pat. Off. 
Silver Medal, Panama-Pacific Exposition 
ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass 


Sole Manufacturer 




















Th’ “Hivinly” Hod— fe. > 


—‘‘An’ th’ good 4, 
father has always "<4 
told me, that they'll 
be givin’ me a harp 
whin Oi go to 
Hivin’ an’ Oj'll sit 
an’ play sweet 
music all the day— 


But, O’im av the opinion, an’ begorrah, it will 
plaze me better, that phwat they'll be after givin’ 
ould Pat will be anither hod—a golden wan, sit 
with di’monds—that’ll carry a da-cent load with- 
out la’kin’ all over a gintlemin’s shoul-dher.” 


NEVER DRIP STEEL MORTAR HODS 


Cannot leak. Made entirely of steel with wooden 
shoulder saddle and handle. Edges reinforced— 
fork pressed from heavy gauge steel. Weight 
only 11 Ibs. 


Get a stock in. They 
sell easily with an 
excellent profit. 
Write today for 
prices. 





The Cleveland Wire Spring Co. 
CLEVELAND, OHIO 


























WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los a Seattle 
G. M. Baird & Co., Memphis, T. 
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INDEX TO ADVERTISERS 











1 nvenience and not as a part of the advertising contract. Every care 
eee ar ne No allowance will be made for errors or failure to insert. 


will be taken to index correctly. 
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Always a Seller 
Wherever Displayed 


Everybody likes pictures, and when 
your customers see a display of 


Moore Push-Pins 


Glass Heads, Steel Points, 2 Sizes 
and 


Moore Push-less Hangers 


The Hanger with the Twist, 4 Sizes 
Handy Devices to Hang up Things 


Sales Always Follow 
We offer counter or table 
Displays that will bring 
profits to you. 


STYLE “L”—150 10c. pack- 
ets Push-Pins and Hang- 
ers. 


STYLE “F”—42 10c. pack- 
ets Push-Pins and Hang- 
ers. 


STYLE “G”—48 10c. 
packets Push-Pins 
only. 


MOORE PUSH-PIN COMPANY 


Wayne Junetion Philadelphia, Pa. 
Established 1900 
























DIAMOND 
Adjustable 


WRENCHES 


Drop forged from 
tool steel, drawn in 
oil, scientifically har- 
dened, fully guaran- 
teed (see below). 


DIAMOND CALK HORSESHOE CO. 
4622 Grand Ave. - Duluth, Minn. 





An “insurance 
policy” in every 
box guaranteeing 
Diamond Wrench- 


STAPLE es. Your customers 
will appreciate this 
PULLER 


novel confidence- 
An all-around 


getter. 
fence tool— 
drop forged 
from tool 
steel, strong, 
hardy, will 
not chip or 
break. Fur- 
nished in gun 
metal, smooth 
or knurled 
handle, highly 
polished head. 
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DISPLAY CABINET D19 





Cost dealer $9 per gross sets, sell for $14.40 


DOMES of SILENCE 


are Nationally Advertised 


QUICK SELLERS 
You’re sure of a good profit also. 


Ask your Jobber for Genuine 
Domes of Silence and look 
for the name inside of each 
dome. 


If your Jobber cannot sup- 
ply you—write us direct. 


We also make all grades of Sliding Casters, Pin Slides, Felt 
Slides, Radio Felt Feet, Insulated Slides, etc. 


DOMES of SILENCE, INC. 


35 Pearl Street New York City 




















“Self generating!” Think of it—a blotorch that stays generated, 
one that permits you to work out of doors as well and quickly as if you 
were indoors. Rain, snow, cold or wind have no effect on its punctual 
performance—and you can turn the working blast on and off as long and 
as often as you wish. 

This is the torch that finds its fullest ap- 
preciation with the mechanic whose time is 
valuable and efficiency his pride. This modern 
blotorch, the No. 35, employs a special quick 

enerator. There is no drip cup to fill or spill. 

n intensely hot blue flame is delivered by the 
generator directly to the undervein. It acts 
as a pilot light keeping the torch constantly 
generated. 

The No. 35 is not an expensive tool. It 
does, however, cost a little more than the No. 20. 
The No. 30 being popularly priced is the choice 
of non-professi 1 hanics, home owners 
and those who have only occasional use for 
the application of heat. Write for prices. 


¢ THE TURNER BRASSWORKS ) 

















Sycamore, Ill. U.S.A. 


No. 30 
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+ + + italian 
renaissance 

















trendy 





BRAMANTE . . . az exclusive RUSSWIN interpre- 





tation of the Italian Renaissance... features the sculp- 
tured detail of acanthus leaf and shell, contrasted with 
the chaste severity of finely proportioned panel... an 
ideal selection for the home or business structure styled in 
any of the classic periods. Base metals of brass or bronze 


assure, under the most rigorous usage, a life-time of un- 


For the architect’scon- 
venience, RUSSWIN 
hardware is illustrated 
and described in 
Sweet’s Catalogue . . 
Pages C-3700; C-3775 


failing, trouble-free service. Your architect or contractor 


knows RUSSWIN quality. Write to us for descriptive 


J35 dh | “ER w 
booklet showing exclusive RUSSWIN hardware for lead- . DISTINCTIVE 
HARDWARE 





ing periods of design. 


Whatever your hardware needs may be in home or office building, simple or elaborate, the wide and varied range of 


authentic designs by RUSSWIN assure full accord with architectural style in every lock, hinge, knob or door closer. 


This advertisement is appearing in such mediums as Collier’s, House Beautiful, American Home, Christian Science Monitor, etc.—read by millions of people monthly. 


RUSSELL & ERWIN MANUFACTURING COMPANY (THE AMERICAN HARDWARE CORPORATION, SUCCESSOR) 


New Britain, Connecticut New York Chicago London 
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Showing Bed Plate 
Adjustment 








Dranono Ence 


TRADE MARK 
REGISTERED 








IN THE U, S, 
PAT, OFFICE 


SHAPLEIGH: 
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Upright Handle 


Feature 












Attractively Finished 
Ball Bearing in 
Js Gold Bronze— 


Crimson Trimmed 









ikon 


STEEL SPRING 





Showing Automatic Ball Bearing 
Adjustment 























Our 
Spring Goods Stock 


is Complete 














il 


Ask Our Salesman 
To Show You 
Our Full Line 
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Shapleigh National Series No. 1704 
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